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B. Meier & Son, New York food 
istributor, says a teen-age survey 
hows the kids rank spinach first 
nthe vegetable list. 

Another triumph for Pop-Eye, 
he Sailor Man, 


7, 3 @ 


Gladys the beautiful reception- 
t says she sees a new perfume 
lled Fleurs de Tabac is to be 
dvertised, and with so many 
omen smoking it ought to be a 
reat success. 


| &@ 


‘Factories Hum-m in New Bed- 
‘d,’ drones the Standard-Times. 


7 With Wam-m-sutta and Lam-m- 


eth helping out? 
~~ VF F 


Chet Bowles, AA reports, “‘pre- 
ers to stick it out with OPA.” 

Listerine to the contrary, some 
eople don’t mind being unpopu- 


- ¥ 


Life’s Walter Sanders is now sta- 
med in Los Angeles, “and he is 
ut as much at home with Holly- 
od as with homespun.” 

The millionaires of moviedom 
e willing to unbend occasionally. 


vv Vv # 


“As far as your editorials are 
ncerned,” Brock Pemberton tells 
te New York Sun, “I’m on your 
side.” 

The way to write good editorials 
to get the right audience. 


v - v 
‘What deodorants tell about 
men,” is the theme of a page ad 


‘the Fawcett Women’s Group. 
Most women would prefer that 
ey tell nothing. 


v v v 
Executives of NBC and ABC 
ot Associated Broadcasting) 


ok over the control rooms when 
e engineers walked out the other 
m. 

Now NABET may demand that 
ey get union cards. 


> 


Antoinette Spitzer, formerly 
ith Walt Disney Productions, is 

publicity director of Coiffure 
‘eations Council, but in her new 
b she shouldn’t expect any help 
mm Donald Duck. 


a 


Spencer J. Drayton, special 
gent in charge of the Chicago 
fice of the FBI, has resigned to 
Grant Advertising as vice- 
resident in charge of research. 
With an FBI man on the trail, 


elusive statistic hasn’t a 
hance, 
v ¥ YF 
The War Advertising Council 


ts $30 million a year for serv- 
campaigns in peacetime. 

nd it could all be spent to 
antage urging jay walkers and 
drivers not to commit suicide. 


ee oe 


ay Kyser, who wants to quit 
io, explains that he is young, 
| off, has a wonderful wife, 


~~ 


just wants to fish and spit. 
ji \Vhat if this wonderful wife 
ya « sn’t like fishing? 

Copy Cus. 


NEW TECHNIQUE — General 
shifts from humorous sketches in_ its 
new magazine copy, which will feature 


Tire 


art by Coby Whitmore, Melbourne 

Brindle and Edwin Georgi. Shown 

here is the first ad in the series, ap- 

pearing in the Sept. 29 Saturday 
Evening Post. 


Wallace Discloses 
Plans to Revamp 


Commerce Set-Up 


Would Expand Bureau 
of Standards, Align 
Census Reports 


Washington, Sept. 20.—A “syn- 
chronized” series of census reports 
and a vast expansion of the work)| 
of the Bureau of Standards high- 
lighted the far-reaching reorgani- 
zation plan announced by Secre- 
tary of Commerce Wallace today 
as a means of making his agency 
more effective in creating “profit- 
able production and full, gainful 
employment.” 

The Commerce reorganization, 
unveiled after nearly six months 
of discussion, called for realign- 
ment of the department’s mechani- 
cal organization, to carry out a 
six-point program that empha- 
sized statistical, management aid, 
and technical assistance for busi- 
ness and industry on a scale re- 
sembling the services provided by 
the Department of Agriculture for 
the farmer. 

Clearly in mind as the Commerce 
planners outlined their assistance 
programs were the needs of small 
business, but Mr. Wallace indicat- 
ed from his detailed plans for 
statistical reports that he is mind- 
ful of the needs of marketing peo- 
ple for detailed, up-to-date data 

(Continued on Page 76) 


‘Creative Man’... 


comments on some cur- 
rent advertising. Page 
39.. Other features: 


Ad-libbing 12 
Editorials 12 
Feature Page 39 
Getting Personal 32 
Information for Advertisers 12 
In Washington 52 
Obituaries 58 and 75 
Photographic Review 79 
Postwar Planning 50 
Rough Proofs | 
| Voice of the Advertiser 48 


Girls ‘Get’ Men 


Sans Listerine, 
AA Study Finds 


But Some Marriage 
Licensees Say Mum 
or Colgate's Help 


New York, Sept. 20.—So many 


advertisers have implied so long 
and lustily that, without benefit 
of their mouth wash, soap, tooth- 
paste or whatever, a girl or man 


would have to lead a very lonely | 


life... that AA finally went down 
to Manhattan’s marriage license 
bureau to see if this were so. 

Interviews with 20 consecutive 
applying couples indicated that it 
was not. 

Although Listerine in the last 
quarter century doubtless has 
scared the pants off a lot of people 
with that “insidious thing, halito- 
sis,” none of the 40 license-seekers 
whick our Miss Dorothea Jeyne 
Nazeley interviewed said that he 
or she used it. 


Use Colgate’s, Though 


Six women and four men said 
that they used Colgate’s dental 
cream, which has been promoted 
on a somewhat similar “scare” 


basis. A number of the women 
interviewed were on the lovely 
side, but only four admitted to 
using Pond’s cream. Just two 
women and no men apparently 
were boosted toward matrimony | 


(Continued on Page 74) 


| 
| 


| 


| 


SELLING NASH—This is the first prod- 
uct copy to appear for Nash cars and 
announces the Nash "600", giving de- 
tails of construction and performance. 
The four-color page is scheduled for 
leading magazines. Geyer, Cornell & 
Newell, New York, is the agency. 


Newspaper Group 
to Sell Space 
Nationally Soon 


Chicago, Sept. 18.—Executives 
of 23 of the nation’s largest news- 
papers today revealed they have 
“enthusiastically” received the 
extensive report that Marion 
Harper & Associates, New York 
research organization, was com- 
missioned a year ago to make 
concerning the feasibility of set- 
ting up a national newspaper net- 
work for group selling of adver- 


|tising space (AA, Nov. 6, °44). 


At the conclusion of a _ three- 
(Continued on Page 73) 


Last Minute News Flashes 
BBB Asks Freedom for Textile Advertising 


Chicago, Sept. 21—-The war activities committee of the National | 


Association of Better Business Bureaus, headed by Kenneth Barnard, 
Chicago, today wired the WPB requesting immediate revocation of the 
“declaration of policy” issued by WPB July 15, 1943, under which re- 
tailers agreed not to promote textiles aggressively in advertising. No 
good reason now exists, the committee said, for continuing the ban on 


promotional advertising. 


Arch MacDonald Joins Botsford Agency 

San Francisco, Sept. 21.—Arch MacDonald will leave Leo Burnett 
Company, Chicago, as account executive and copywriter Oct. 1 to join 
the creative department of Botsford, Constantine and Gardner, with 


headquarters at San Francisco. 


Mr. MacDonald was previously with 


Ruthrauff & Ryan, Buchen Company and J. Walter Thompson. 
Kingsbury Breweries to Christiansen 


Manitowoc, Wis., 


Sept. 21.—Kingsbury Breweries Company, Mani- 


towoc and Sheboygan, has named Christiansen Advertising Agency, 
Chicago, to handle an enlarged national campaign using radio, maga- 


zines and outdoor. 


The appointment is effective Oct. 15. 


Raybestos Division Account to Keeling 

Bridgeport, Conn., Sept. 21.—Raybestos division of Raybestos Man- 
hattan has appointed Keeling & Co., Indianapolis, effective Oct. 1, for 
an ‘extensive advertising and merchandising campaign to begin early 
in 1946 in automotive and consumer publications. 


ANA to Hold Midwest Dinner Meeting 


Chicago, Sept. 21. 


Chicago and midwest members of the Associa- 


tion of National Advertisers will meet at dinner at the Palmer House 
Oct. 4 for a closed discussion session with Paul West and Fred Wahl- 
strom of the ANA headquarters staff 


Wyeth Appoints Lewis & Gilman 

Philadelphia, Sept. 21.—Wyeth, Inc., subsidiary of American Home 
Products, has appointed Lewis & Gilman, Philadelphia, effective Jan. 
1, 1946, to place institutional, medical and drug advertising. 


Donnelly Joins Compton on Ivory Soap Account 


New York, Sept. 21.—Robert B. 


vice-president and Minneapolis 


Donnelly, formerly executive vice- 


| president of Gardner Advertising Company, St. Louis, and previously 
manager of 


McCann-Erickson, has 


joined Compton Advertising, as executive on the Ivory soap account. 
(Additional News Flashes on Page 2) 


TWA Breaks First 
Constellation Ads 
on Postwar Flights 


Five Other Airlines 
Have Orders, But 
Schedules Not Set 


New York, Sept. 20.—The im- 
pending ‘battle’ among the ma- 
jor airlines for promotion of na- 
tional and international service 
received added impetus’. today 
with large-size announcement ads 
in 23 newspapers of 14 cities by 
Transcontinental & Western Air, 
Inc., that it “will be the first to 
fly Constellations across the At- 
lantic.” 

The copy continues with the fact 
that the Constellation, originally 
developed for TWA, “has been 
released by TWA for sale to other 
airlines.” Also that it “eventually 
will be flown by many of the lead- 
ing airlines of the world.” Those 
lines include Pan American Air- 
ways, Pan American-Grace Air- 
ways, Eastern Air Lines and 
American Export Airlines, which 
recently merged with American 
Airlines. 


Deliveries in October 


The five have placed orders for 
86 Lockheed Constellations, cost- 
ing $68,000,000, with deliveries to 
begin in October. Announcement 
ads of their individual purchases 
had been planned by several of 
the five for joint release the end 
of September. 

TWA announces purchase of 36 
Constellations at $30,000,000. Ads 
|placed by Arthur Kudner, Inc., 
New York, point out that trans- 
atlantic time will be cut nearly 


‘LaRoche Resigns 
Executive Post 
with American Net 


| New York, Sept. 20.—Chester 
|J. LaRoche, vice-chairman and ex- 
jecutive head of the American 
Broadcasting Company, “will no 
longer continue to be active in an 
lexecutive capacity,” the network 
jannounced yesterday, adding that 
| the former chief executive will 
continue as a stockholder, director 
per adviser. 

Only official statement as _ to 
|Mr. LaRoche’s future plans was 
ithat he expects “to devote increas- 
ling attention to other business in- 
}terests and public service.” 

Also resigning from American, 
effective Oct. 1, is Hubbell Robin- 
Jr., vice - president in charge 
of programs. No announcement of 
his future plans was forthcoming, 
nor has any successor been named. 

Reports are prevalent that Fred 
| Smith, vice-president in charge 
lof advertising and promotion, also 
|plans to resign, but no confirma- 
|tion has been made. 

Mr. LaRoche, Mr and 
|Mr. Smith were all former execu- 


| son 


tobinson 


itives of Young & Rubicam, New 
| York, Mr. LaRoche leaving as 
lchairman of the board in 1943 to 


become chairman of the War Ad- 
vertising Council, and joining 
American (then the Blue Net 
work) in September, 1944 
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ten hours—TWA’s time to be 13 
hours, 50 minutes, as compared 
to the present time of 23 hours, 
25 minutes from New York to 
Foynes, Ireland. 


Completes Trial Flight 


Pan American completed its 
first proving-flight from New York 
to London this week, reaching the 
Iatter city within one minute of 
its appointed schedule. Pan-Am 
has ordered 21 of the planes, and 
Panagra two for a total of $17,- 
000,000, with first deliveries in 
November and the remainder by 
the first of the year. Pan-Am 
also announced this week ex- 
panded service between this 
country, South America and the 
Caribbean area for a total of 1% 
additional flights to its service. 

Eastern has 20 Constellations on 
order as part of a $25,000,000 ex- 
pansion program. With the ex- 
pectation of delivery probably 
late this year, Eastern does not 
plan expanded advertising until 
early in 1946, when _ business 
papers, magazines and newspapers 


will be used. 

Seven planes at $6,000,000 have 
been ordered by American Ex- 
port, service to open in January 
or February and three Atlantic 
schedules planned daily. The line 
plans its first survey flights with 
C-54’s to England this week with 
land plane service in mid-October. 


Will Boost Service 300% 


American Airlines was in the 
news this week also, announcing 
that during the next six months, 
it will increase present scheduled 
services by more than 300% with 
the addition of 50 or more Doug- 
las C-54 four-engine Flagships. 
New services will include more 
frequent non-stop flights, and in- 
auguration of six one-stop flights 
between such cities as Chicago 
and Los Angeles and New York 
and Mexico City. 

On Sept. 19, American and Mid- 
Continent jointly announced an 
agreement subject to CAB ap- 
proval for consolidation of the 
two companies, the directors ap- 
proving the exchange of one share 


of American stock for every four 
shares of Mid-Continent. Mid- 
Continent now operates through- 
out the Mississippi valley, and a 
combination with American would 
mean service for 24 states and 
the District of Columbia. 


RAILROADS VAGUE 
ON 1946 AD PLANS 


New York, Sept. 20.—Railroads 
in the eastern section of the coun- 
try continued vague this week on 
resumption of active solicitation 
of traffic through advertising. 

The New York Central System 
reports it “undoubtedly will ex- 
pand later this year and in 1946,” 
but could give no definite details 
on advertising schedules. Current 
advertising, placed by Foote, Cone 
& Belding, New York, runs an- 
nually about $840,000. 

Neither the New Haven nor 
Pennsylvania Railroad could give 
ADVERTISING AGE specific informa- 
tion on their advertising plans, 
each explaining that until condi- 
tions permit, promotion to the 
public must be held up. 


Last Minute News Flashes 


Publishers Warned to Hold Down Newsprint Use 
New York, Sept. 21.—“Chaos will be added to the present bad sy 
ply situation if newspaper publishers and other newsprint users sty 
any great increase in consumption next January beyond what thi} 
have been consuming in 1945,” Cranston Williams, general manag, 
American Newspaper Publishers Association, warned today. Ty! 
ANPA, he said, “urges publishers to analyze their situation now x 
plan to hold newsprint consumption to an absolute minimum.” (Eorlij 
story on Page 4.) f 


Sinclair Promotes H-C and Ethyl] Fuels 


New York, Sept. 21.—Sinclair Refining Company, through Hixso 
O’Donnell Advertising, is launching a newspaper campaign of 640 ay 
100-line insertions to run weekly for two months in 138 newspape; 
in 72 cities, promoting its new H-C and Ethyl gasolines. 


Blumenstock Directs Warner Advertising 

Hollywood, Sept. 21.—Mort Blumenstock has been promoted to ¢ 
rector of publicity and advertising for Warner Bros. Pictures, succeed 
ing Charles Einfeld, resigned. Mr. Blumenstock was formerly direct 
of advertising and publicity in the East. 


Continental Begins Wonder Bread Series 

New York, Sept. 21.—Continental Baking Company is launching 
newspaper campaign for Wonder bread. Large space advertisemen 
will appear frequently in more than 100 newspapers in about fift 
cities. Ted Bates, Inc., New York, is the agency. 
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the men who influence, 
pecify, and place Latin 


_ American industrial or 
_ ders. You reach them mos 


| s : | _ofonomically i in the medi- 7 
| . um-=Ingenieria Interna- . 


| erage of Latin American snalicieg: put eins. , sane 


cional | Industria _ shay! 


- Internacional Industria and the Latin American 


ee Buyers Guide first on your list! 
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Thomas Lane to 
Leave Treasury 
for United Drug 


Washington, Sept. 20.—Thoma 
H. Lane, mainspring of the Treas 
ury’s war .bond advertising pro 
gram since its 
inception in 
June, 1942, has 
resigned effec- 
tive Oct. 15, the 
war finance di- 
vision reported 
today. 

With his de- 
parture, Treas- 
ury said the post 
of director of 
press, radio and 
advertising 
would pass to 
Jack Delehanty, 
formerly of Geyer, 


Thomas H. Lane 


Cornell 


Newell, and BBDO, and a wa 
finance division staff membe 
since 1941. 


Mr. Lane, who served Young § 
Rubicam as an account executivé 
before joining the Treasury, wil 
become director of sales promo 
tion in charge of all national ad 
vertising of United Drug Company 
Boston. 

While with the Treasury Ir} 
Lane set up and guided the wag 
advertising section which, at it$ 
peak, mobilized over $42,000,000 
in advertising support by all me 
dia to promote sale of war bonds 


Mr. Delehanty, who has bee! 
assistant director of press, radi 
and advertising since April, |948 
will join Mr. Lane on a final se 


ries of coast-to-coast meetings fv" 
Victory Loan drive workers. 


Can You Spare Some Space in Your Ne 


Printing for Public Spirited Messages 
Planned by the War Advertising Council? 


Business Pustisners Radia aaa e Conronation 


[Affiliated with McGraw-Hill Publishing Co., 


ee 


v 


Inc., and Chilton Co. (Inc.)] 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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COME INTO THEIR OWN 


For almost four years, the younger women of America 
have been waiting for this day. 


Now, as their victorious sweethearts and husbands 
return, they have finally come into their own... into 
the heritage they so well deserve — romance, marriage. 
motherhood, and a home of their own. 


You, as manufacturers and advertisers, are planning 
to make their destiny much richer in health, beauty, 
conveniences and comforts than their mothers or grand- 
mothers ever knew. You are preparing to supply them 
with improved refrigerators, washing machines, vacuum 
cleaners, and home furnishings and equipment of every 
kind. You will outfit their nurseries and feed their babies. 
And, more insistently than ever before, these younger women 
will call only for beauty preparations and style merchan- 


2 anlage ee , ae 


ee 


dise that they know will make them more attractive and 
desirable in men’s eyes. 


To reach these younger women successfully, it is 
only logical to advertise in the publications with the 
most irresistible appeal to women in their most roman- 
tic years. 

More than 15,000,000 of these younger housewives and 
wives-to-be (representing almost half the families in the 
United States) are readers of the True and Screen type 
magazines in Women’s Groups. And, among these, the 
three leading Women’s Groups alone deliver almost 
10,000,000 net paid circulation. 

These younger women, the present and future mis- 
tresses of American homes, hold the key to the nation’s 
peace-time prosperity. 


REACH YOUNGER WOMEN WITH WOMEN’S GROUPS 


ee fo ee 


“TRUE ROMANCES + TRUE EXPERIENCES + TRUE LOVE + 


ACFADDEN WOMEN’S GROUP 
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Magazines Report 
Wartime Gains 
on Other Media 


New York, Sept. 20.—Among 
five types of product advertisers, 
four increased their wartime ex- 
penditures in magazines more 
than in network radio or news- 
papers, the Magazine Advertising 
Bureau points out in a study on 
“The National Magazine at War,” 
shown for the first time this 
week. 

Between 1939 and 1944 manu- 
facturers of packaged “conve- 
nience goods” upped their radio 
expenditures nearly twice as much 
as in magazines and about five 


work radio and three times as 
much as in newspapers. 


Includes Drugs, Foods, Etc. 


“Convenience goods” are drugs, 
foods, toiletries, soaps, etc., and 
“miscellaneous consumer goods,” 
clothing, sporting goods, kitchen 
supplies, and communications, in- 
surance and other services. 

Makers of “hard goods” in- 
creased their wartime expendi- 
tures one-fourth more _ rap- 
idly in magazines than in net- 
work radio, while their news- 
paper expenditures declined, and 
advertisers of producers’ goods 
expanded nearly five times as 
rapidly in magazines as in net- 
work radio or in newspapers. 

The wartime growth of beer, 
wine and liquor advertising in 
magazines was four times as great 
as in radio and about 50 times 
as much as in newspapers. 


among the largest advertisers, 


| spending $5,000,000 and more an- 


nually;.magazines by medium- 
sized advertisers, in the $100,000 
to $5,000,000 group, and news- 
papers by the smallest advertis- 


ers, spending less than $100,000. | 


In the six years from Septem- 
ber, 1939, to 1945, the report 
points out, combined circulations 
of 238 ABC-audited magazines 
rose from 96,800,000 to 137,100,000. 
The number of magazines of more 
than 3,000,000 expanded in this 
period from three to seven; of 
2,000,000-3,000,000, from nine to 
13; of 1,000,000-2,000,000, from 16 
to 19, and of 500,000-1,000,000, 
from 20 to 33. 


Comics Get Major Credit 


Comics were chiefly responsible 
for circulation increases, by edi- 
torial appeal, followed by wom- 
en’s features, general, motion pic- 


magazines declined from 54.9 to 
35.2% of total sales, while single 
copy sales rose from 40 to 69.4%, 
and miscellaneous from 5.1 to 
5.4%. 

Among 48 magazines studied, 
48.3% ‘increased single-copy prices 
and 72.4% increased subscription 
prices. The average single-copy 
price rose from 9.7 to'14.6 cents. 
Among 15 magazines measured 
by Daniel Starch & Staff, women 
readership rose from 60.5 to 69% 
while men readership declined 
from 39.5 to 31%. 

Sixty-five magazines measured 
by Publishers’ Information Bu- 
reau showed a linage gain from 
24,978,000 to 38,250,500 in the 
1939-1944 period, and an increase 
in advertising revenue from $151,- 
938,640 to $270,584,970. 


Dilworth Joins Agency 


in 


times as much as in newspapers. 
On the other hand, makers of 
miscellaneous consumer goods ex- 


Big Advertisers on Radio 


panded expenditures in maga-| zine Advertising Bureau shows 
zines twice as much as in net-|that network radio is preferred 


In detailed charts the Maga- 


tures, youth features, and pulp Donald Dilworth, 
and fiction. Farm editorial ma- 
terial declined. 


count with Kenyon 


charge of the Kellogg Feed ac- 


rere New York, will join 
Between 1939 and 1944, individ-| pjetersom-Dunlap Associates, Mil- 


ual mail subscriptions of leading| waukee agency, Oct. 12. 


The Cottage 


170,000 Visitors a Year! 


It’s Mary Cullen’s Cottage (a neat, white colonial 
“home” adjoining the Journal building in downtown 
Portland) . . . headquarters for the Oregon Journal’s 
Household Arts Service, source of Mary Cullen’s col- 
umn! Homemakers from all over the Oregon country 
cross its friendly doorstep all day long, all year-round 
to get firsthand advice on all phases of homemaking 
from Mary Cullen’s staff of seven graduate home 
economists. 


Many a Portland woman, finding herself in a house- 
hold jam, has thanked her stars she could simply 
“phone Mary Cullen at. The Journal!’ An average 
of 560 do telephone Mary Cullen daily (more than a 
call a minute). These “‘dialers-in” receive the same 
swift, accurate service as those who visit the cottage 
in person, whether they call for a recipe or help in 
solving a “‘hurry-up” household problem. 


Women from all over the Oregon Country wrile Mary 
Cullen... to the tune of over 250 letters a day. They 
want practical, usable information on child care, 
home decoration, sewing, cooking, etiquette, party 
planning, menus, budgets . . . on every phase of 
homemaking. And they get it just as fast as Uncle 
Sam can deliver the mail. 


\ 


y tll MM) y, 
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Typical of this Journal service are the thousand-and- 
one seasonal aids to home canning, preserving and 
freezing offered. General advice is published daily in 
Mary Cullen’s column. Specific bulletins on tested 
recipes are handed out free at the Cottage or mailed 
on request. And trigger-quick are the answers to 
women who telephone after the jelly’s on the stove 
and say “Now what do I do)” 


No wonder The Journal is a household must in 
Portland homes! Mary Cullen’s Household Arts De- 
partment helps make it so... this, plus all the other 
Journal services! Put them together and it adds up 
this way: The Journal is Portland’s preferred news- 
paper ...a mighty happy thing to remember when 
you're selecting an advertising medium in this im- 
portant peacetime market. Portland families depend 
on what they see and read in this their favorite 
newspaper... news, features and advertising! 


P.S. The Journal now offers adverlisers the largest 
circulation in ils history, both daily and Sunday. 
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HE JOURNAL. 


PORTLAND, OREGON 
Afternoon and Sunday 


Member Metropolitan and Pacific Parade Groups 
Represented by REYNOLDS -FITZGERALD, Inc. 
New York, Chicago, Philadelphia, Detroit, 

San Francisco, Los Angeles 


WPB Drops Lasi 
Magazine Paper 
Rule on Oct. | 


Washington, Sept. 20.—The f,Jm 
government paper restriction ;im 
ting magazine and book pub! shea age 
and commercial printers wil] Jam 
out the window Oct. 1, WPB aj 
nounced today, when it will on Fe 
more be legal to produce and dam 
liver any weight, size or color, 
print paper. 


Withdrawal of the paper stand i 
ardization order L-120 was ay 5 
thorized after industry and agi 
visory committees had failed @m 
agree On the most desirable methaall 
of releasing the control witho ES 
subjecting the industry to the dail 
ger of overstocking with waml 
weight paper. ig 

As the solution of the problegii™ 
WPB said, it was decided to gift 


two weeks’ advance notice so thg 
the printing, publishing and pap@ 
products industries could adju 
their production schedules, spec 
fications and stock orders, but 
will be illegal to manufacture @ am 
deliver the heavier paper befogl 
Oct. 1, WPB added. 


te 


Newsprint Bonus Unsettled 


Meanwhile extent of the Oct. 3 ia 
newsprint bonus for newspap@™] 
publishers remained unsettled @ iim 
WPB printing and publishing di ia 
vision debated an industry rq 
quest for a “one notch” relaxatiqgg 
of consumption quotas. 

While the division was a 
parently prepared: to go along « 
the industry suggestion that new 
print use controls end by Dec. 3 
a ruling on the amount of relaxg 
tion that would be possible no 
was held up until next week. 

The division reportedly concu 
with the finding of the Borg 
committee of the House, releas¢ 
this week, that Canadian man 
facturers can establish their ov 
distribution controls by. the fi 
of the year; but a strong grol 
within the division is arguing th 


immediate supply does not pern 7 

the “one notch’ increase 

gested by publishers. 
Cc 

Bayard Forms Agency ] 


Jere Bayard, formerly of Baya 
& Eccleston, has formed Jere Ba 
ard & Associates, agency with ‘ ( 
fices at 609 S. Grand, Los Angeig 


|telephone Trinity 3206. Depal { 


ment heads will be Jean Danie 
account executive; Kay Jolins, : 
director, and M. K. Hays, pu 
licity-public relations. Accoul! 
include a long list of apparel ma 
ufacturers and Murray Publishi 
Company, Sidney, Australia 


mad | 


Seeds Resigns Krank 
Russel M. Seeds Compa! 
Chicago, has resigned as «agen 
for the Krank Shave Kreem 4 
vertising of Consolidated Roy 
Chemical Corporation, 


‘Food Field’ Joins ABC 

The Audit Bureau of Circ 
tions has elected Food Field | 
porter to membership. 
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CONSISTENT SUPERIORITY! 
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Xward of Merit to 


settled y 
the Oct te ° Las * ring \\| : 
ne wspap@a am | | | Domestic Unginee 
settled iim 
a | For the best series of articles, or editorials 
ustry (aig : eo 
relaxatia § published during the twelve mon 
ending July 31, 1945 im the 
Was af eighth annual competition 
along | 


hat new 


~ 


ft meh Candincted by 
sible no INDUSTRIAL MARKETING 
week, 


ly concu 
he Borg 


, Teleas¢ 
am man 
their ov 2 
bho Srol 
puing tl . . ‘ . ‘ . . 
not pern wow “a OR another of its many outstanding — during its 56 years of publishing experience, has 
2ase 

and widely recognized editorial accomplishments. — now been accorded this special recognition for the 
ncy DOMESTIC ENGINEERING has once again re- 4tth time. 
of Baya 
J “2 Ba . . . . . . . 
> with ceived high honors in competition with over 400 of 
s Angel aes . . nce more DOMESTIC ENGINEERING offers 
1 Danie the nation’s leading business papers. 
age these accumulated high honors as a testimony to the 
Accou! 
oe ms The consistent editorial superiority of DOMESTIC alertness of its organization to the vital requirements 
alia 

ENGINEERING, demonstrated time and again _ of its industry, and of the nation as a whole. 
ink 
Compa! 
is age! ma 4 
 s , te Ww ke f HE five coveted awards shown above have a very special significance for all 


manufacturers of heating, plumbing, air conditioning, refrigeration and related products. 
The top honors which these awards represent offer these manufacturers one more assurance 
that their advertising in the pages of DOMESTIC ENGINEERING appears in company 
with editorial content of acknowledged excellence . . . editorial content to which an industry 
looks for vital product, technical and merchandising information. If your products have an 
application to this broad Domestic Engineering Market, your advertising in DOMESTIC 
ENGINEERING will obtain the special benefits that accrue from its close association with 
this consistent editorial superiority. Write for Details. 


§ Domestic ENGINEERING & 
PUBLICATIONS j 


DOMESTIC ENGINEERING INSTITUTIONS MAGAZINE 
DOMESTIC ENGINEERING CATALOG DIRECTORY 


} 1900 PRAIRIE AVE., CHICAGO 16, ILL. 
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Benton Group 
Drops Plans for 


Subscription Radio 


Washington, Sept. 20.—Backing 
up his promise earlier this week 
to retire from all private activities, 
Assistant Secretary of State Wil- 
liam Benton today notified FCC 
Chairman Paul Porter that he and 
his associates were abandoning 
plans for a “subscription” radio 
service. 

In a letter to the FCC chairman, 
Mr. Benton said that promoters of 
subscription radio had planned to 
apply for three channels for New 
York City during September, but 
that because of the change in his 


|it was “unwise and unsound” to 


launch the venture. 

Much time and effort had gone 
into developing a program for the 
third wave band by himself “and 
Messrs. Hutchins and Ruml,” and 
substantial out-of-pocket expendi- 
tures had been made by Muzak 
Corporation and Encyclopedia 
Britannica, Mr. Benton said. 


Unwise Without Benton 


“However,” he continued, “the 
plans for the future revolved to a 
major extent around my personal 
background in the broadcasting 
business and in education and 
around my personal faith in the 
potential opportunity for sub- 
scription radio. Without my active 
participation it seemed to the 
other directors and their advisers 


to launch the venture.” 

Expressing thanks for ‘“courte- 
ous and extended consideration” 
which the commission had given, 
Mr. Benton explained his official 
duties “will require close cooper- 
ation with all media of communi- 
cation and I feel that neither I 
nor corporations which I control 
should enter into such a new ven- 
ture in broadcasting.” 


‘Tide’ Becomes Weekly 


Effective Jan. 4, 1946, Tide will 
change from a semi-monthly to 
a weekly magazine, to be pub- 
lished every Friday. Tide’s mid- 
issue newsletters will be discon- 
tinued as a separate publication, 
each issue of the weekly to con- 
tain a comparable newsletter. 
Basic page space rates will not 


Reveal 1946 Cadillacs, 
Set Goal of 100,000 


The new 1946 Cadillac was re- 
vealed to company distributors 
Sept. 21 by Nicholas Dreystadt, 
Cadillac general manager and 
General Motors Corporation vice- 
president. The division ,has set a 
goal of 100,000 cars in the first 
full production year, 50% more 
than were made in 1941. 

Newspaper “spot” announce- 
ments will be used in each city 
when Cadillac dealers of the par- 
ticular area are ready to display 
the new cars. 


Le Roi Ups Bartlett 


A. J. Bartlett, sales engineer, 
Le Roi Company, Milwaukee, has 
been named to head sales of in- 
dustrial engines to original equip- 


ae 
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Restaurant Group 
Readying Repor: 
on OPA Food Data 


Chicago, Sept. 19.—Figure 
institutional food sales, base | », 
OPA data compiled since ay) 
this year, will be made publ: } 
the end of this month by the \; 
tional Restaurant Association Ag; 
sociation officials say the op, 
study of foods sold to and } 
more than 500,000 restaurant; 
hospitals, hotels, industrial plan; 
and other groups will for the fir; 
time permit accurate appraisa] » 
the size and make-up of tha 
restaurant trade. 

Armin Kusswurm, attorney and 


own 


activities his associates felt 


and associates unwise and unsound | change. 


ment manufacturers. 


director of research for the as 
sociation, told ADVERTISING Acs 


enthusiastic customer 


Multiply the whole-souled enthusiasm of 
this youngster approximately four mil- 
lion* times. Give due consideration to 
a bank deposit slip of $4,526,361,000.* 
That should provide a rough idea of the 
potential purchasing power of Philadel- 
phia, third city of the U. S. and one of 
the nation’s leading markets. 


Important feature of this city, aside 
from its size and population, is the high 
proportion of home ownership and the 
accompanying desires for a wide va- 
riety of articles that make the home 
comfortable and attractive. The pur- 


*Philadetphia and its trading area 


chases of kitchen equipment alone, 
mechanical and electrical, in 1941 ex- 
ceeded $20,000,000.* Present needs 
and wants of Philadelphia home owners 
will increase this to sizable proportions 
when the merchandise is available 
again. The money is being earmarked 
now for these future purchases. 


Reach these people with the story of 
your products and you'll need more 
colored pins for the sales map. It is 
surprisingly easy to do, for here is a 
large city where 4 out of 5 of its families 
daily read one newspaper. 


Buy Victory Stamps from your newspaper boy 


That newspaper is The Philadelphia 
Evening Bulletin. It goes home in this 
city of homes. It is used regularly as 
a shopping guide when the family is 
deciding on individual and collective 
purchases. It has a circulation of more 
than 600,000, the largest evening cir- 
culation in America. 


In Philadelphia — 
nearly everybody 
reads The Bulletin 


that association members and food 
manufacturers who joined las} 
January in requesting the Op; 
to tabulate certain figures and 
obtain others not available tg 
other government agencies j 
peacetime, finally received the 
OPA’s report today. 


OPA Provides Only Data 


A joint committee of restauran 
owners and food processors wil 
“get rid of a few bugs,” in ordey 
to make the extensive OPA fig 
ures consistent and to eliminatd 
misleading ‘‘extensions’”’ of thosq 
figures from the final report t 
appear shortly. No figures wil 
be dropped from the OPA com 
pilation that bear on the study 
Mr. Kusswurm emphasized, ex 
plaining that revisions to be madg 
in the next week will merel 
serve to correlate the informatior 

He said that in the past no re 
liable figures on the number and 
classes of restaurants have bee 
collected by the Department o 
Commerce or by research group 
in the food field, and the OP: 
data provides what should amoun 
to the final word on the subject. | 

Lack of funds in connectio 
with the special work requested 
by the association prevented OP: 
officials from publishing the re 
port and doing some of the in 
terpretation work on the figure 


McGraw-Hill Appoints 
Two to Sales Staff 


Robert W. Martin and Dougla 
A. Andrews, sales manager anq 
Philadelphia representative of th 
Aeronautical Digest Publishin 
Company, New York, have joine¢ 
McGraw-Hill Publishing Company 
New York. Mr. Martin has beeq 
named sales manager of Aviati0 
News and sales representative of 
Aviation, Aviation News and Ai 
Transport, covering New Englan¢ 
and New York. Mr. Andrews ha 
been appointed eastern distric 
manager, with headquarters 1}! 
Philadelphia. 

Andrew B. Martin will continu 
as sales manager of Aviation an¢ 
Air Transport, and as sales re! 
resentative for the three publica 
tions in New York. 


Agency Group to Meet: 
Adds Simon & Gwynn 


The First Advertising Agen 
Group has accepted Sim: 
Gwynn, Inc., Memphis agen< 
membership. 

The group will hold its a 
conference at the Hotel Cont! 
tal, Chicago, Nov. 1 to 3. 


To keep up 
‘| withtelevision 
| READ 


| Television 
| 


Published Monthiy 
Subscription $3.50 a year 
600 MADISON AVE. NEW YORK 22, N. 
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To make the most of the thirst 
for post-war goods you’ve got to sell both sexes. And 
to sell both sexes, you’ve got to tell both sexes. That’s 
why so many advertisers’ peacetime promotion plans 
include The American Magazine as a media “must.” 
Edited with dual sex appeal, The American Maga- 


zine double-exposes advertising to millions of men 


and millions of women... multimillions of prosper- 
ous Americans who, for four long, war-rationed years In the Service 
have been thirsting for consumer goods of almost 


of the Nation 


every description 


CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17. N. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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‘Liberty’ Guaranty 
Hits 1,300,000; 
‘Newsweek’ Up 


New York, Sept. 20.—Liberty, 
recently acquired by Atlas Cor- 
poration, announced this week 
that it is increasing its circula- 
tion guaranty by 250,000 to 1,- 
300,000, next April 1, and will 
boost its one-time page rate by 
$500 to $2,600. Liberty will in- 
crease the page average in each 
issue to 116 next month. 

Meanwhile, Newsweek will start 
to guarantee 650,000 average net 
paid circulation next March 4, 
when advertising rates will be 
based on a one-time black and 
white page rate of $2,340. 


Hits Smaller Towns 


Pathfinder, which recently an- 
nounced its intention to guaran- 
tee 1,000,000 circulation, will be 
placed on the newsstands in 
smaller towns throughout’ the 
country for the first time about 


part 


Oct. 15. Pathfinder has adopted 
a $350,000 editorial expansion bud- 
get. 

Song Hits Magazine next March 
will increase its circulation guar- 
anty from 500,000 to 750,000 
monthly and will boost advertis- 
ing rates in proportion. 

The latest company to announce 
a new publication is Leam Pub- 
lishing Company, publisher of 
Baby Talk, which will introduce 
Two-to-Six, a monthly 64-page 
book discussing children’s prob- 
lems in lighter vein. 


Book Paper Supply Eases 


The book paper supply situation 
was brightened this week by the 
ending of a week’s strike in a 
plant of the West Virginia Pulp 
& Paper Company, and by an- 
nouncement by St. Regis Paper 
Company that construction of a 
new plant at Deferiet, N. Y., will 
provide “an initial annual in- 
crease of more than 30,000 tons 
of new.~high-grade bleached 
groundwood periodical publication 
and commercial printing paper.” 


| 


Butts Appointed Citrus 


Commission Ad Manager 


Don A. Butts has been ap- 
pointed advertising manager of 
the Florida Citrus Commission, 
Lakeland, succeeding John Mos- 
crip, who becomes sales manager 
of Knight & Middleton, Inc., 
Clearwater, processor of frozen 
condensed orange juice, on Nov. 1. 

Commission advertising plans 
for 1945-46 will be announced on 
Oct. 18, with the budget expected 
to continue at approximately 
$900,000. Newspaper supplements 
will be used primarily for fresh 
fruit and magazines for canned 
fruit. Benton & Bowles, New 
York, is the agency. 


Up Van Dyke, Bierman 


Journal-Tribune Publishing 
Company, Sioux City, Ia., has 
appointed Clyde R. Van Dyke, 
formerly national advertising 
manager, as assistant advertising 
director, succeeding Emerson 
Schill, who resigned to join the 
University of South Dakota fac- 
ulty. Glen V. Bierman has been 
appointed national advertising 
manager. 


Advertising 


Largest Chicago 
Art Studio Hard 
Hit by Strike 


Chicago, Sept. 20.—About 70 of 
the 130 artists and photographers 
employed by Vogue-Wright Stu- 
dios, Inc., remained away from 
work again this week, as_ they 
have since Labor Day, holding out 
for a closed shop in a dispute with 
the studio management. The firm 
is the largest in Chicago supply- 
ing illustrative and other material 
to advertisers. 

Under a contract which expired 
Aug. 31, the members of the United 
Artists and Photographers Union 
(unaffiliated) had a union or pref- 
erential shop under which new 
employes were to be union mem- 
bers, and old employes not mem- 
bers of the union were not 
required to join. In recent nego- 
tiations, the company agreed to 
check-off of union dues, but not 
to discharge employes who refuse 


\dvertising is never a solo performance. 


It calls for the most intimate association 


between the management of a business 


and the advertising counsel. 


hat is the secret of successful advertising. 


Chat has been the history of the relation 


between our client, Steinway & Sons, and 


N. W 


. Ayer & Son, for 45 years. 


_ Etude for four hands 


— 


N. W. AYER & SON, Inc. 


PHILADELPHIA *« NEW YORK e CHICAGO ¢ DETROIT 


SAN FRANCISCO e« HOLLYWOOD « BOSTON « HONOLULU « LONDON 


ge, 


ptember 24, lun 


to join the union. The dispute oes 
not directly concern wages. 

Vogue-Wright officials have hp. 
gun advertising for additional] art. 
ists and photographers. They gay 
they have no hope that the 1 rion 
will end the strike soon or 
to mediation services. 


FCC Proposes 
Television Rules 


Washington, Sept. 20.—The Fc 
suggested today, in proposed rule 
to govern ownership and opera 
tion of television stations, th, 
10 of the 13 available channe\ 
be reserved to “metropolitan” ang 
“rural” stations serving a trading 
area, and three channels be held 
for “community” stations, serving 
only part of the metropolitan te, 
ritory. 

Acknowledging that insufficien 
space exists under present allo 
cations to permit ‘a truly nation 
wide and competitive  televisio, 
system,’ the commission in addj 
tion is emcouraging application 
for experimental stations in the 
higher frequencies reserved fo; 
color television, not yet availabl 
commercially. 

Other rules provide for gj 
hours of operation daily, instead 
of the present 15 hours weekly 
retention of network regulations 
and multiple ownership rules 
and invoking of rules preventin 
licensees from monopolizing de 
sirable antenna sites. Hearing 


agree 


are scheduled for Oct. 4. 


‘Macon News’ Via Air 


The Macon News, Macon, Ga 
has inaugurated a four-city air 
plane delivery service, said to bg 
the first newspaper-operated ai 
delivery service in the South@je 
Flights cover Hawkinsville, East 
man, Dublin and Cochran, Ga. 
and may be the forerunner of 3 
network of such service in centra 
Georgia. 


EVER LISTEN 
THROUGH 
A CLOSED DOOR 


Everything you heard was distor‘ 
—just as when testing advertisit 
for the metropolitan New Yo 
market in towns outside New Yo 
City. Research directors agt 
New York City is UNIQUE 
other area comes close to its mark 
ing problems. : 
That’s why, when testing advertisi 
for New York, YOU MUS 
MAKE THE TEST IN NE 
YORK. 

The BRONX HOME NEW 


meets every requirement set u? 


research directors for a test ar > 
IF YOU WANT TO Tig 'itior 
YOUR ADVERTISING 1! 0 Iw 
NEW YORK, and do it econ »leas 
ically, the Bronx Home News y 8 
your best bet. 
ank 
BRONX HOME NEW UGLI 


Bronx and Upper Manha‘‘4% 
Bronx 55, New York 
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The news content of The United States News 
is prepared from original sources—such as 
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The finest source of in- 
ition I have been able to 
I would be lost without it. 
lease enter a subscription 
ly assistant." 


ank N. Fleming, Asst. Secy. 
UGLAS AIRCRAFT CO., INC. 


White House 

Senate 

House of Representatives 

War Department 

Navy Department 

State Department 

Treasury Department 
Department of Justice 

Post Office Department 
Department of the Interior 
Department of Commerce 
Department of Agriculture 
Department of Labor 

Federal Bureau of Investigation 
War Production Board 

Office of Price Administration 
War Manpower Commission 
National War Labor Board 
Office of Defense Transportation 
Bureau of Internal Revenue 
War Food Administration 
Reconstruction Finance Corporation 
National Labor Relations Board 


Supreme Court of the United States 


Foreign Economic Administration 
Office of War Mobilization 

Office of War Information 
Smaller War Plants Corporation 
Maritime Commission 

War Shipping Administration 
National Housing Agency 

U.S. Tax Court 

Selective Service 

Securities and Exchange Commission 
Veterans’ Administration 


Office of Surplus Property 
Administrator 


Office of Alien Property Custodian 
National Mediation Board 


Office of the Coordinator of 
Inter-American Affairs 


Social Security Board 

Office of the Rubber Administrator 
Petroleum Administration for War 
L. S. Federal Courts 
Congressional Committees 


Bureaus. Agencies & Authorities of 


the Federal Government 


90°, of the subseribers read The 


United States News from cover-to- 


cover because 


its authentic. 


(200,000 GUARANTEE 


The Direct Route to 
those who O. K. both 


corporate and family buying 
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30 Rockefeller Plaza, New York 20, N.Y 
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Wadman Launches New 
Atomic Publication 


Atomic & Gas Turbine Progress, 
a new business paper published 
by Rex W. Wadman and edited 
by Wilbur W. Young, was launched 
with its October issue. It will 
cover developments in the field 
of atomic power, jet propulsion 
and the design, construction and 
application of gas turbines. 

Although no advertising will be 
accepted in any 1945 issues, effec- 
tive with the issue of January, 
1946, advertising will be carried, 


with the general one-time page 
rate at $330. Offices are at 2 W. 
45th St., New York 19, N. Y. 


Liberals Advertise 


The Liberal Party, through Ar- 
thur Rosenberg Company, New 
York, is conducting a newspaper 
campaign covering all boroughs 
of New York, with 600-line ads 
running twice weekly. Each ad 
features a municipal need and 
the Liberal Party’s platform an- 
swer. The ads offer a 64-page 
booklet of the party’s complete 
platform. 


Swanson Appointed 


David O. Swanson has been ap- 
pointed assistant sales manager 
to direct sales of the Gridley Ma- 
chine Division, New Britain Ma- 
chine Company, New Britain, 
Conn. Fred R. Downs has been 
appointed an assistant sales man- 
ager to direct the service division. 


CKPG Launched 


The first commercial radio sta- 
tion to be established in northern 
British Columbia is CKPG, to be 
located at Prince George, B. C. 


NAEA Sets Date 


The Newspaper Advertising Ex- 
ecutives Association will hold its 
annual meeting at the Edgewater 
Beach Hotel, Chicago, Jan. 14-16. 
Robert Drew, Milwaukee Journal, 
is president of the group. 


Bloch Joins Agency 


Moise Bloch, until recently as- 
sistant to the publicity director of 
the Consolidated Vultee Aircraft 
plant at New Orleans, has joined 
Walker Saussey Advertising, New 
Orleans, as production manager. 


THE 'IGREAT BULK OF AMERICA’S CROP PRODUCTION !S CONVERTED INTO MEAT 


Livestock Farmers... Joh of the Mart 


| Pabshnavhednenge FARMING is the system of 
maximum crop production. In the process 


of feeding grain and 


hay crops to cattle, hogs 


and sheep, valuable residues are regularly re- 
turned to the land to maintain fertility for the 
creation of more new crop wealth. 


Because their operations are based on the 
fundamental principle of conserving natural 
resources, livestock farmers reap generous re- 
wards from fertile fields—-bumper crops of 
excellent feeding quality, thrifty animals, mod- 
ern homes, buildings and machinery and a 
richly satisfying way of life. 


Livestock farmers receive nearly one of every 
three dollars paid for all agricultural produc- 
tion. They are farm owners, leaders in their 


communities, consistently prosperous, the back- 
bone of America’s farm buying power. 


The Corn Belt Farm Dailies, one at each of 
the four great livestock markets, each day pre- 
sent and interpret the vital statistics of the six 
billion dollar livestock industry, along with the 
news of the world by United Press, complete 
farm news coverage and exclusive, special 
features of interest to every member of the 


livestock farm family. 


Strong reader acceptance, built through 70 
years of needful service and evidenced by the 
annual subscription price of five dollars, clears 


the way for your product 


when The Corn Belt 


Farm Dailies are used to sell the important 
producers of the nation’s livestock. 


«THE CORN BELT FARM: 


ae er Sie dei’ 


JAILIES 


* 


GENERAL OFFICE: UNION BTOCK YAROS, CHICAGO 9, iLUINOTs 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY OROVERS TELEGRAM i 
OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 4 


NDUSTAY 


Bristol-Myers Acs 
Tell Localities o‘ 


Postwar Plans 


New York, Sept. 18.— py, 
clearly - worded newspaper tate. 
ment, Bristol-Myers Compan. ha; 
informed residents of the citics jy 
which it has plants that the eng 
of the war will mean no serioy 
shifts in operations and no serio, 
unemployment. 

In Hillside, N. J., for example 
a half-page statement “To Oy 
Neighbors,” was presented oye 
the signature of W. M. Bristo! Jr 
president, pointing out that “te. 
cause Hillside is our home _ _. 
you are certainly entitled to know 
how the ending of hostilities af. 
fects our company and those wh 
work with us.” 

The statement added that aij 
Vitalis has been going to the 
armed forces, and that such siz2. 
ble supplies of Ipana, Trushay, 
Mum and other products haye 
gone to the same buyer that the 
drug trade has been rationed. |t 
reported that cutbacks of thes 
orders have been received, but 
“there will be no_ shut-down: 
there will be no wholesale lay. 
offs. Every one of our regular 
employes in the service will be 
welcomed back and, in addition, 
we hope to be able to keep op 
those temporary employes who 
took their places.” 


‘We Like This Community’ 


“As for reconversion,” it con 
tinued, “what little we shall have 
will go on while the plant is ; 
operation. We need and _ have 
ordered certain new machinery 
which we hope will be availabi 
before too long. There is certair 
repair work which has been post 
poned for lack of materials. That 
is more or less incidental and wi 
not necessitate closing the plant 
Such repairs and _ replacements 
are a routine matter in any mod 
ern plant. 

“Our company has been a resi 
dent of Hillside for a long time 
We hope to become some day the 
oldest inhabitant. We like the 
community; we like the peopld 
who live in it; we like the peopl 
who work for us. That is why wé 
felt you might like to hear ou 
story.” 


Casein Names Dee A. 
Thomas Dee, account executivé 
with General Electric Company 
Schenectady, for the past six years 
has been appointed advertising 
manager of Casein Company of 
America, division of the Border 
Company, New York. He was pre 
viously owner and operator of : 
dairy farm in New York state. 


Opens Vancouver Office 

L. C. Way, who recently re 
linquished ownership of _ the 
Powell River News, Westview 
B. C., has opened an office at 111: 
Dominion Bank building, Val- 
couver, where he will engage ! 
business as a publishers’ repre- 
sentative and advertising counsel 


Bryant Adds Lab 


Bryant Paper Company, Kala- 
mazoo, Mich., will build a re 
search laboratory near its Kala 
mazoo plant to conduct reseurc! 
work in graphic arts for Time 
Inc., and its subsidiaries. 


NO USE TURNINIS 
CUSTOMERS AWA 


And yet you may If You 


be doing just that. , 
There's a 7 billion Manufactu 
and Se ! 


dollar market you 
COSMET 


could encourage 
simply fd letting 
these people know you'd welcome ‘"¢! 
business. For the Negro looks to his ©4°4 
press for guidance. Your advertisi’ ¢ ” 
the Negro papers can earn his ¢ ™! 
dence, good will and regular patro: 2£° 
But whether your product is © 
metic, food, drink, wearable, or ‘) 
thing else, it will pay you to wri « “4 
Interstate United Newspapers, In 
Fifth Ave., New York, for the fac’: 
the success stories built out of re 
ing this great and growing ma *¢ 
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Comics Section Adv 
Detroit News ¢ New York News’ «¢ Philadelphia Inquirer «¢ Pittsburgh Press « St. Louis Globe-Democrat 
Washington Star « Des Moines Register * Milwaukee Journal * Minneapolis Tribune « St. Paul Pioneer Press 
ALTERNATES: Boston Herald « Detroit Free Press « New York Herald Tribune « St. Louis Post-Dispatch 
Washington Post « OPTIONAL ADDITIONS: Atlanta Journal e¢ Buffalo Courier-Express *« Cincinnati Enquirer 
Columbus Dispatch « Dallas News ¢ Houston Chronicle ¢ Indianapolis Star « New Orleans Times-Picayune-States 
OmahaWorld-Herald ¢ Providence Journal * RochesterDemocrat& Chronicle « San Antonio Express 
Springfield Union & RepublicaneSyracuse Post-Standarde METRO PACIFIC: Fresno Bee*eLong Beach Press-Telegram 
Los Angeles Times « Oakland Tribune « Oregon Journal + Phoenix Arizona Republic * Sacramento Bee 
San Diego Union « San Francisco Chronicle « Seattle Times » Spokane Spokesman-Review » Tacoma News Tribune 


220E. 42dSt., NewYork 17+TribuneTower, Chicago 11 + New Center Bldg., Detroit 2+ 155 Montgomery St., San Francisco4 


Have you: 


For your advertising? No fooling? 
.«» Will Mr. Prospect be out to lunch, 
too busy orbored to pay.attention: 
Will Mrs. Prospect be away from home, 
not among those present, off schedule 


-, when your message shows? Can you 


bank on a little peace and quiet, or an 
open attitude, so the words you' backed 
with so many dollars will sing, and not 


stutter or keep still? ... 
Metropolitan Group makes a firm 


appointment with advertising, puts it 
where the eyes of sixteen million-plus 
families will find their way on Sunday, 
every Sunday, winter or summer—no 
matter what else goes on on Sunday! 


Taree of every four adult readers 
of Sunday newspapers will be among 
those present in the comics section on 
Sunday—with no misses for sex, age, 
intellect, economics, maritalstate, social 
status. To say nothing of all the children 
old enough to walk or talk! 


c in: Baltimore Sun 


‘an appointment?’ 2” “i | 


“ Nationa, ner ber ner 


PRIVATE 


These people have an appointment 
with themselves to see the comics... 
see them every Sunday, and have from 


babyhood. All of them amount to half : 


the best buying families in the whole 


national market. More actual meetings ; 
of eyes with ads than any other single __ 


medium experiences. More people in 
more markets than any other national 
medium has! More potential! and. more 
pipelines to it—as the arithmetic and 


averages make apparent! 


Learn more about this appointment 
for advertising. Make an appointment 
at once with any Metropolitan Group 
representative! Call any office... 
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Boston Globe « Chicago Tribune e¢ Cleveland Plain Dealer 
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Let's Start by Saving Lives 
The War Advertising ple am my bee classes: industrial, traffic, 
which has done such a magnifi-}| home and farm.” 


cent job of mobilizing the adver- | 


tising method to the needs of a 
country at war, has decided that 
the subjugation of the physical 
enemies of the United States has 
not ended its mission, and that 
many peacetime problems “offer 
us a chance to continue to use 
some of the great power of ad- 
vertising in the interest of a bet- 
er America.” 

ADVERTISING AGE subscribes 
wholeheartedly to this viewpoint, 
and welcomes the continued de- 
votion of all the interests of ad- 
vertising to the work of building 
a better America. As Paul West, 
president 
National Advertisers and 
Council, said recently, 
ing must accept its newly-de- 
veloped social and public relations | 
duties if it is to fulfill its peace- | 
time destiny to the utmost. 


All of us shuddered with hor- 
ror when American war casualties 


—dead, wounded and missing— 
moved over the million mark. 
Yet even during the war years, 


when vehicular traffic was highly 
restricted, this source of accidents 
alone accounted for about three 
times as many casualties as did 
all military causes. The National 
Safety Council estimates 850,000 
injured in traffic accidents in 1944, 
800,000 in 1943 and 1,000,000 in 
1942, with traffic deaths during 
that period totaling 76,432 — a 
grand (but not glorious) total of 
2,726,432 deaths and injuries from 


of the Association of | this one source during three years. 
vice- | 
chairman of the War Advertising| years, 
advertis- | ably 


During the immediate prewar 
higher: 
1,400,000 injured in 1941; 34,501 
killed and 1,200,000 injured in 1940. 

Here is a life-saving project of 
|staggering proportions to which 


The ten-point program of pro- | advertising can and should bend 
jects which the War Advertising| its most intelligent and produc- 
Council has suggested for possible | tive efforts, and we urge the War 


sponsorship covers a _ variety 


of | Advertising Council 


immediately 


important subjects, none of which| to develop and put into execution 


we believe is of greater immedi- 
ate import than Project 8, “con- 
tinuance of the campaign to lower 
the national accident toll in four 


For four 
of America 
with 


task 
get on 
most 
with 


years the major 
has been 
war. 
problem is 


to 
Now 
to get 


the our 


Vital on 
the peace. 

Getting with 
means producing, 
tributing 
sumer 


on the peace 
more and better 
goods and _= services 
before, thus providing more 
jobs and a higher standard of liv- 
in 


ever 


g for 
vefore, 
We are engaged in a great and 


probably a decisive struggle. But 
the struggle is not between man- 
igement and labor, worker and 


owner, 
per. It is a struggle against stag- 
and joblessness, and 
production and lowered in- 
and lower standards of liv- 


nation, low- 
ered 


ome 


In this 
manager, 


and 
stand 


struggle worker 


capital and labor 
side, as 


the same 


selling and dis-| 


| these staggering 


a coordinated, intensified and sus- 
tained program which will cut 


| life to the barest minimum. 


Who’s Team Is Who On? 


| 


con- | agement, 
than | agaim.means more customers for 


all the people than ever | 
| tunity, 


capitalist and share crop-| 


members of the same—not oppos- 
ing—teams. Labor wants higher 
wages and greater purchasing 
power. So does management, 


because high wages mean more} 
Labor | 


customers for more things. 
wants more leisure. So does man- 
because more leisure) 


more things. Both want—or 
should want—a dynamic society, 
jobs for all, freedom of oppor- 
a quick and healthy peace- 
time prosperity. 

There are points of divergence 
in what labor and management 
want, but there can be no point 
of divergence great enough to 


| warrant breaking up the greatest 


essential | 


economic team the world has ever | 


seen, just as it verges on its great- 
est triumph. 
Let’s get on with the game. 


Let’s not make our own team im- 
potent while the common enemy 


tramples us to defeat. 


the figures were consider- | 
39,969 killed and/| 


losses of human | 
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—Electrical Merchandising 
""Maw's my old washer. What'll you allow me on her?" 


| Wiping the Slate 
During the war 


years most of 
us .have managed to forget that 


not all who entered the armed 
services did so directly from their 
mothers’ apron strings. A sizable 
number had been “out in the 
world” and along with other. ad- 
juncts of manhood had acquired 
obligations and debts. Many types 
of obligations and debts, includ-| 
ing income taxes, were covered | 
by legal moratoria, good until a| 
specified time after discharge from 
the armed services. Other private 
debts were placed in the same} 
category in most cases, even| 
though they may not have been | 
covered by law. But only in a 
few isolated cases were prewar | 
debts. of servicemen wiped out. 

Thus a goodly proportion of re- | 
turning:servicemen will come back | 
with various unpaid bills hanging 
over them, and while the total 
probably is not very large and in| 
|most instances is minor, paying) 
| these half-forgotten debts will not 
be pleasant to most. 

That is why this department 
was particularly pleased with an 
ad of Dunhill’s, Inc., men’s store 
of Dayton, O., addressed to serv- 
icemen who enlisted or were con- 
scripted from 1939 to 1945 and 
have unpaid balances at Dunhill’s. 
“Forget it!” the ad said. “In wiping 
the slate clean as a whistle, we 
hope it will serve, in some ‘small 
| way, as a tribute to you fellows 
who, by doing such a magnificent 
job on land, on the seas and in 
the air, have kept our homeland 
free from the fury of war.” 

“There are no strings to this 
plan,” the ad went on. “By fed- 
eral law ‘unpaid balances of serv- 
icemen were frozen and we simply 
don’t feel like collecting these un- 
paid balances—from the 
hundred Dunhill customers who 
served.” 

Ad-libbing hopes that others can 
| follow this procedure. 


| Classroom Experts 

Dale Houghton, associate prq- 
fessor of marketing at the New 
York University school of com- 


merce, has introduced a new 
teaching technique which will 
bear watching. Prof. Houghton, 


who is a former president of the 
New York chapter of the Ameri-| 
can Marketing Association and | 
former advertising manager of A. 
Schrader’s Son, is bringing au-| 
thoritative discussions of adver-| 
tising with acknowledged experts 
to his classes by means of recorded | 
interviews. 

“T visit an authority 
tising, merchandising, sales pro- 
motion or marketing,” he explains, 
“and with my portable ‘talk back 
machine’ record an entire inter- 


on adver- | 


several |’ 


| foods, 


view which covers subjects closely 
related to the work of my various 
classes. Thus the student benefits 
from the experience, advice and 


knowledge of men who are usually 


too busy to visit the classroom 
personally.” 
usually about 15 minutes, and are 
frequently supplemented by visual 
material» which the professor col- 
lects on his visits. 


Cigars Smoke Up 


The Cigar Institute of America 
is happy. It thinks that, while 
World War I popularized the ci- 
garet and caused years of dol- 
drums for the cigar industry, 
World War II will cause a rebirth 
of cigar smoking. and that hence 


'“the per capita sale of cigars in 


|the United States will exceed all 


previous records in the new era of 
| peace.” 
The industry hit an all-time 


|}peak of 8,300,000,000 cigars sold 


in 1920, then dropped off sharply, 
but began to come back some in 
the prewar years. In 1940, sales 
were a bit better than 5,500,000,- 
000; in 1941 they hit 5,960,000,000, 
and in 1942 they reached 6,200,- 
000,000. Then manpower and other 
difficulties hit the industry, and in 
1944 total production was less than 
4,800,000,000. 


Jottings 

From London comes word that 
the author of one of the most 
famous slogans of all time, George 
Green, advertising manager of 
John Player & Son, has retired. 
The slogan, for Player’s cigarets, 
is “Player’s, Please.” It is pro- 
tected in its form (“it must be in 
script”) and in its presentation 
(“it must appear at an angle of 30 
degree up—not down”)... 

It cost the state of Georgia 
$282,455 to advertise the new state 
constitution in 184 Georgia news- 
papers, with full text appearing 
for eight consecutive weeks. If it’s 


|a good constitution, it’s worth it... 


Returned veterans at Standard 
Otl: of Indiana selected the items 


that are going into the Christmas | 


packages being sent to servicemen 
this year. Overseas employes will 
get a package containing luxury 
toilet articles, a cigaret 
lighter, 
In the domestic package will be a 
photo album, cigaret lighter, play- 
ing cards, and food treats... 

We think the Sept. 1 bulletin 
of Brooklyn Union Gas Company 
did pretty well. Instead of the 
usual material, it consisted of a 


|four-page letterhead-size mailing, 


with front and back pages blank. 
The center spread showed a full- 
color flag, the legend, “Old Glory 

long may it wave—in freedom 
and in peace” and nothing else... 


The “interviews” are | 


playing cards and a book. | 


The following documents p; 
be secured without charge fr 
companies sponsoring them, , 
through ADVERTISING AGE, by 
|national advertiser or adverts) 
|}agency executive writing on } 
business letterhead, 


No. 2549. Washington . 
and Tomorrow, 

The Washington Daily News } 
issued this brochure, which poinf 
out that Washington’s war ,y 
political importance has been ove 
|shadowing the city’s importay 
as a market. Part 1 of this stu 
deals with wartime employme 
in the various government depar 
ments, and the probable setup j 
| peacetime adjustments are mag 
Part 2 covers the Washingt 
market, its area, population, p 
capita income and families’ pla 
for purchases of homes and apy] 


. Todg 


ances and household repairs, 
No. 2550. The _ Brilliance oj 
New Star. 


This color brochure provides 
sort of menu for Pictorial Revie 
which is distributed each wed 
with nine of the Hearst Sund; 
newspapers. Pictorialized ney 
columns, art and cartoons, sta 
land screen news are laid out | 
these pages in sample form. 


No. 2551. Here Are the Answé 
to the You-Quiz. 


Readers of True, the man’s ma 
azine, get a going over in th 
survey—a Don Herold quiz 
issued by Fawcett Publicatio 
What they earn and own, ho 
they are employed, what the 
spend for clothes and what brand 
of numerous items they prefer a 
specify in buying are all set dow 
in tabulated form. 


No. 2552. Encyclopedia 66. 

The United States News hj 
issued this summary of inform 
tion, for the convenience of spa 
buyers and others, covering fat 
about the publication, its subscri 
ers, markets, circulation method 
etc. 


No. 2527. The Kind of Reta 
Grocery Advertisements Homé 
makers Prefer in Washingto 
D, C. 

In this brochure, the Washin 
ton Times-Herald reports a survé 
of a representative cross-section 
Washington housewives, which 1 
dicates an overwhelming prefe 
ence for light, clean ads as 0 
posed to bold “attention-getter 
and black tones and panels. § 
amples of both are shown, lO 
with comments of housewives “4 
merchants on readership and 1 
proved appearance of ads. 


No. 2484. Toledo Market Map hi 

The Toledo Blade has 
this market map of metropollli 
Toledo, which shows the popw 
tion divided into four econom 


1SSUg 


groups, based on rental values to 
the 55 census tracts within © 
city limits as established by * on 


government. Detailed descr pt! 
of the retail shopping a 
throughout the city are inc'ué 
with their locations designa'ed ‘ 
the map for quick reference 


No. 2543. They Came b lf ) 
Thousands to be Full 

| formed. ney 
| A summary of the high 

of the recent newspaper d¢ tu 
ers’ strike and its effects 0° | 

public, retail sales and the \' 


York Times itself is given 1 
folder issued by the Times. \\” 
happened at the paper durir © 
strike, what would-be rede 
said and did, and how the /" 
|continued to get news to its re? 
'ers are recounted. 
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Tell the people who tell the world 


The way John Carruthers can work on a jury isn't the market. They not only have the imagination to try and 
half of it. Any day of the week, without benefit of a the money to buy new products but they're the people 
single whereas, he moulds opinions whenever he opens who start the trends that result in future volume. 


his mouth. 


Folks listen to his advice on everything from fishing tackle 
to economics because they know it is sure to be based 
on sound judgment. He is typical of the significant people 
who depend upon Newsweek for straightforward report- 
ing and news interpretation. 


‘f you have an idea you want to put across — about a 
new product or a new service — it will pay you to put 
t up to the people who make up this important top-of-the- 
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BMB Adopts Net 


Plan at Annual 
Fall Meeting 


New York, Sept. 18.—A plan 
whereby networks would receive 
data eliminating duplication on 
all stations affiliated with them 
and only from those non-affiliates 
which grant permission, was one 
of seven resolutions adopted last 
week by Broadcast Measurement 
Bureau, Inc., at its annual fall 
meeting here, 

To receive the data of a non- 
subscribing affiliate, the network 
would pay to BMB the standard 
subscription rate for that station, 
based on the net fee paid to that 
station by the network for carry- 


ing network programs. 

The bureau also adopted the 
term “BMB Index of Station 
Audience” as the official name 
for the measurement it will con- 
duct, discontinuing the term “cir- 
culation.” In time, it is the hope 
of the committee that the initials 
BMB will become synonymous 
with the measurement. 


Makes Other Changes 


The primary, secondary and 
tertiary areas of listening were 
abolished and it was decided that 
only English-language stations be 
measured in the limits of con- 
tinental United States. 

Deadline for the first standard 
BMB subscription was established 
as April 1, 1946, with notice be- 
ing sent to all prospective sub- 
scribers for enough in advance 


to avoid a last-minute rush. After 
the date of the first study, how- 
ever, subscriptions would be lim- 
ited to furnishing of a station re- 
port without including the sta- 
tion’s circulation data in the 
“area reports.” 


Restrict Survey Uses 


The bureau further resolved 
that “no station or network sub- 
scriber shall become a party di- 
rectly or indirectly to any survey 
purporting to incorporate’ the 
method, techniques or ballot form 
of BMB unless actually conducted 
by the bureau” and “no station 
or network subscriber shall di- 
rectly or indirectly exert any un- 
usual promotion to the public 
which might result in bias or in- 
accurate response to the BMB 


ballots. No reference to the BMB 
ballot, time or survey or the sur- 
vey itself shall be made in sub- 
scriber’s publication, advertising, 
broadcasts or publicity.” 


To Make Double Samples 


To check accuracy, double 
samples in certain areas utilizing 
names supplied from two sources 
would be used; stations operating 
on the same power and frequency 
and sharing time would have their 
data reported in combined form 
but with individual data for each 
station. 

Separate reports would be made 
for AM and FM stations, and for- 
eign stations heard in the U. S. 
will be measured. Finally, a re- 
ciprocal agreement was signed 
with Canadian Bureau of Broad- 
cast Measurement. 


H. T. ROBSJOHN-GIBBINGS 


“The end of a perfect day for 
me is to get my tea and my 
copy of The Sun at five o’ 
I think the art page is extremely 


good, and I approve The 


rational view toward the news— 
I kke my news presented unemo- 


tionally, and The Sun does 


NANCY McCLELLAND 


“I have been reading The 
Sun daily for many years. 
I am particularly inter- 
ested in Charles 
Stow’s articles about an- 
tiques and decorating and 


also the book reviews. The 


Sun has one of the best- 
handled news sections of 
any newspaper.” 


JAC LESSMAN 


“I find The Sun thorough, hon- 
est and in good taste. 
I get very intelligent opinions 
and analyses from its editorial 
writers—I also always read Vir- 
ginia Forbes’ interesting com- 
mentaries about famous eating 
places in her column, ‘Cafe Life 


Messer 


clock. 


Sun’s 


that.” 


I feel that 


in New York’,” 
No. 51 of a series highlighting the acceptan 
of The New York Sun among responsible people. 


wor 


MME, MAJESKA 


“The Sun is a remarkable news- 
paper. It has a thorough cover- 
age of what goes on in the world 
—in news and in the women’s 
world, as well as in the interior 
designing and housing field. 
Furthermore, I like The Sun’s 
clear layout and its format.” 


art and decoration features, these interior 
designers appreciate its sound editorial policy 


and balanced news. Their 


corroborate the findings of the L. M. Clark 
organization, whose independent research 


rates The Sun "one of America’s best read 


metropolitan dailies.” 


ELIZABETH 
CARRINGTON-DRAPER 


“I read The Sun regularly 
because it has a complete 
coverage of the news and 
doesn’t distort it. I keep your 
decorating column for my 
scrapbook—it presents in de- 
tail everything of interest in 
the field. I also enjoy your 
society page.” 


AMONG 


INTERIOR DECORATORS 


Besides having an eye for The Sun's excellent 


The sitehubin Sun 


NEW YORK 


Represented in Chicago, Detroit, San Francisco and 
Los Angeles by Williams, Lawrence & Cresmer 
Company; in Boston, Tilton S. Bell 


opinions further 


Advertising Age, September 24, \y 


Advertisers Tie iy 
with Copy Markin, 
X-Ray Centenniz| 


Chicago, Sept. 19.—Manuta 
turers with divisions makiy 
x-ray equipment and supplic; w) 
devote part of their regular spaq 
in consumer magazines ¢, 
month and in November t. 9 
servance of the 100th anniversa, 
of the discovery of x-rays by Wj 
helm Roentgen in Prussia on Noy 
8, 1845. 

Celebration of x-ray’s cente, 
nial will be held the week of No, 
5-11, with the American Socie: 
of Radiology cooperating with th 
x-ray section of the National Ele 
tric Manufacturers Association + 
direct a publicity program. Tyg 
observance will be climaxed by ; 
dinner at the Palmer House hew 
Nov. 8, at which Dr. Robert § 
Stone, professor of radiology, Un; 
versity of California, will speai 
on “The X-ray from Roentgen t 
the Atomic Bomb.” 

Ads on the story of x-ray wil 
be run in general magazines }y 
such equipment manufacturers 3s 
du Pont, General Electric and 
Westinghouse, and by supplies 
manufacturers, including Eastman 
Kodak Company, and by Parke 
Davis and other pharmaceutical] 
houses. These firms have already 
begun running insertions on the 
anniversary in hospital and meidi- 
cal publications. 


Becomes Florez, Inc. 


Visual Training Corporation 
Detroit, has changed its company 
name to Florez, Inc., and ha; 
realigned its personnel as follows 
Genaro A. Florez, founder, con- 
tinues as president and chairman 
of the board; Elmer E. Sylvester 
and R. M. W. Shaw, have been 
named vice-presidents, and C. W 
Hinz, secretary and treasurer. 


your program of distri 
bution, advertising an 
sales. 


Take a GOOD look 3 
MICHIGAN and _ IND! 
ANA. These are you 
"Profit Markets" states. 


Securing distribution 
non-metropolitan — Michi 
gan and Indiana is easy 
We will help you get | 
with little cost to you. 


Michigan League of 
Home Dailies 
Upper Peninsula Group 


| 
| 
| 


| 
} 


| Member of the American Associa‘io" 


Lower Michigan Group 
Indiana League of 
Home Dailies 


For details get in touch with 


SCHEERER & CO 
2 Y i 
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Associatio" 
itatives 


When it comes to tracking down what she 
wants—her man or her favorite brand— 
Susie can out-Sherlock the famous Mr. 
Holmes anyday. She’s absolutely relentless, 
determined, and persevering on the trail of 
what she needs and wants to buy. And she 
is just one of nine million value-conscious 
Business Girls, all of whom are buying War 
Bonds, clothes, cosmetics, home furnishings, 


etc. every week—52 weeks in the year! 


med with C777 Wengen Isie. 
Te SeMENCmoe their buying purpose 


fully, secure in the knowledge that Charm, 
their own magazine, is devoted exclusively 
to their interests. Charm knows what 
Suste’s searching for . . . knows that Susie 
wants fashions that are BG*-approved and 
BG*-budgeted . . . right for her specific 


needs, and for her paycheck, too. 


That’s why Susie pores over Charmi each 
month. She knows that Charm solves for 
her the mystery of what, and how, and 


where to buy. 
*BG—Business Girl 


CHARM 


The Fashion Magazine for the Business Girl 


122 East 42nd Street 


Buy More War Bonds 


New York 17, N. Y. 
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‘Glenn Lainson Color Studios ne, 


Se: 


Advertising Age, September 24, | 


'Chamberlaine Promoted |Names Hirsch Agency 


Harry Chamberlaine, eastern Superior Electric Products Com- 
advertising manager of Good|Pany, Cape Girardeau, Mo., has 
Housekeeping, in New York, has| Placed its account with Maurice 
been appointed advertising man-| Lionel Hirsch Advertising Com- 
ager. Jack Herbert, recently re-|Pany, St. Louis. Trade publica- 
turned from the Marine Corps,| tions and national magazines will 
and formerly New England man-|be used to promote electric toast- 
ager of the magazine, will suc-|¢'s, waffle irons and other ap- 
ceed Mr. Chamberlaine as east- | Pliances. 


ern advertising manager. | iy cake 
——_—_ Brown Leaves RCA 


Farrel Names Two agchaties, B. Brown, advertising 

Arnold Abramson has _ been | @rector 0 ,victor division 0 

named executive vice-president | Radio Corporation of America, 

ie ‘+ |Camden, N. J., has resigned, ef- 

and general manager and Herbert fective Oct. 1 His future plans 

Hauptman, circulation director, will be smnounend hawt plans 
of Farrell Publishing Corporation, y: 


New York. 
j Lewie Little, news editor of the 
Join Inland Press Nashville Tennessean for the past 
Inland Daily Press Association | eight years, has joined Thomas 
has elected the Daily Journal,|W. Parry & Associates, St. Louis 
Wheaton, Ill.; Forum, Maryville,| public relations counsel. 
Mo.; Call, DuQuoin, Ill., and Reg- 


ister, Iola, Kan., to membership. Smith Adds Duties 


ss Hugh L. Smith, director of sales 
Mahon Rejoins Gray promotion activities for the Re- 


John Mahon has reioined Rus-/|-<earch Institute of America, New 
sell T. Gray, Inc., Chicago, after, York, has added the additional 
erving four years with the Navy. | cuties of »ublic relations director. 


Little Joins Parry 


WKY’S BIG STICK 


By 


5000 WATTS DAY AND NIGHT 


NBC—930 KILOCYCLES 


Yawn. 


Mo than half the power radiated by 
ordinary antennas is wasted in space. 
WKY invested nearly $250,000 to build 


a new radiator that would harness this 


lost power. 

WKY ’s new 915-foot Franklin double 
half-wave antenna was designed to squash 
sky waves and push out signals along the 
ground, It is doing this now with aston- 
ishing efficiency. The signal, 646 mv/m at 
one mile, is 58.8°/ stronger than with a 
standard quarter-wave antenna. It would 
require 11,000 watts using an ordinary 
radiator to produce this intensity. 

Field measurements are showing that 
Oklahoma listeners (and WKY adver- 
tisers) are profiting again because WKY 
had the vision and the nerve to pioneer 
unexplored territory 


Oklahoma City 


OWNED AND OPERATED BY OKLAHOMA PUBLISHING CO 
The Daily Oklahoman and Times — The Foarmer-Stockman 
KVOR, Colorado Springs—KLZ, Denver (Affiliated Mgmt.) 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 


wall | ee 


Sparton Radio 
Starts Campaign 


Jackson, Mich., Sept. isg_ 
Sparks-Withington Compan; 
launching a heavy advertising 
campaign for its Sparton radj 
to run through the last {oy 
months of 1945, Ed Bonia, ger ers) 
sales manager, radio and appliang 
division, announced today. 

Four color bleed pages wil! 
carried in Collier’s, Life and Th, 
Saturday Evening Post to inawugy. 
rate the campaign, which wil 
clude a greatly increased use 4; 
trade publication advertising an 
a strong direct mail program. 

The factory expects to be mak. 
ing shipments to dealers by Octo. 
ber, Mr. Bonia said. Advertising 
and sales promotional plans { 
1946 are to be announced in deta) 
early this fall. 

Brooke, Smith, French & Dor- 
rance, Inc., Detroit, is the agen 


SCOTT PRODUCING SETS 
Chicago, Sept. 18.—The Scot 
Radio Laboratories is in full pro- 


‘duction on its non-radiating Ma- 
_rine receiver, Frank Beiser, ex- 


| 


ecutive vice-president, said today 

Scott’s Marine receiver is a 12- 
tube set built to meet Navy spe- 
cifications. The set solved the 


problem of broadcast reception 
| aboard ships, which early in th 


war were forbidden ordinary re- 


|ceivers that acted as miniature 
| transmitters and enabled enem) 


submarines to get a “fix’’ on th 
ship’s position. 

Having just been released }y 
the Navy from its war contract 


| Scott will begin immediate ship- 


ment and sales of the sets. A 
OPA price will be set at once 
In addition to receiving export 
orders, Mr. Beiser said orders art 
being received through regula 
dealer channels for home radi 
use, and from ship and fleet own- 
ers for personal use aboard shij 
Scott’s newly-appointed agency 


, Leo Burnett Company, Chicago, is 
/continuing insertions of advertise- 
|}ments in consumer and marin 


magazines telling the consumer t 
“hold out” until the postwar Scott 
radio is available, and is preparing 
a new campaign for the compan) 
for the coming year. 


Radio Magazines Open 
Joint Chicago Office 

Radio Service Dealer, publishe 
by Cowan Publishing Corpora- 
tion, and Radio and CQ, publishe 
by Radio Magazines, will opé¢ 
a joint Chicago office on Oct. | 
at 65 E. South Water St. Harol 
J. Sugarman, newly-appointe 
midwestern advertising manag 
of Radio Service Dealer, will a 
in that capacity for all three pub- 
lications. 

Radso Service Dedler announce: 


'a 15,000 circulation figure effec- 


tive with the October issue, a! 


/will increase its page size to 8's 
iby 1134 in December. Irving 


Cooper has been appointed adve'- 


|tising sales manager of the pub- 
‘lication in New York. 


Smith Succeeds Bowmar 


Ralph E. Smith, general sale: 
manager of Ralston Purina Com- 


‘pany, St. Louis, has been 


pointed general manager of thé 


|cereal department succeeding |!’ 
|man Bowmar, who has resig:e¢ 


effective Nov. 1. Mr. Smith 
continue to head sales activi 


The Latest 


AIRLINE SCHEDULES 


AMERICAN AVIATION TRAFFIC GL '!DE 
in use constantly by airlines and 
quent air shippers and travellers 
lished and revised monthly. 


The Standard Guide to Air Transporte 0" 
Timetables Fares Routinas V 


Subseriptions: $5.00 a year 


(12 monthly volumes and supplem« 


AMERICAN AVIATION PUBLICATIO ‘5 
American Building Washington 4 
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Here’s a man you know—too well. The Japanese China-doll This 1S N O 
by his side is his wife. . 


This is not the opening scene in a puppet show. 
You will notice there are no strings attached to either Pu et Sh 
of them, especially to the little man with the glasses. Pp OW 
He does not operate by pulled strings. Instead, he pulls 
the strings. Those strings are not visible either. 


When we say Hirohito pulls the strings there’s no tongue 


in our cheek. We’re banking on the words of a man who . 


knows—a man who was there. His name is John 
Williams, a man who kept watch on the Japanese menace : : 
during years of newspaper work throughout the Pacific area. 
He was one of the men who helped organize a counter-Jap 


; 


network in the Pacific. 
“The American people are being fooled about the real 
war role of Hirohito, ‘God’-emperor of Japan” —and 
Williams doesn’t mince any words in telling why we're being 
fooled in his article, ““Hirohito... Booby Trap For Americans,” , 
appearing in the October issue of TRUE. 
Sound, timely articles like this one are a big reason why men read TRUE, The Man’s Magazine. 
It’s exciting, adventurous—so TRUE-ly adventurous that 750,000 fellows step up to their newsstands 
each month and plank down their 25¢ a copy. They like it because it’s real—real TRUE from front to back. 
750,000 fellows will buy the October issue of TRUE. (A million in December) 
The December TRUE will carry more than 70 pages—30,000 lines of advertising. 
40 men’s wear advertisers—25 liquor advertisers—more than 
130 different advertisers spending nearly 
$300,000 are using TRUE this year. 


There’s nothing like TRUE—for you. A Gue : AD-VENTURE 


Charley Jacobs, Advertising Manager of Klein’s Sporting 
Goods, Chicago, writes: 
“You might be interested in knowing the results of our first 
advertising venture in TRUE. We ran a 92-line ad on Jungle 
Boots at $4.95 in your May issue; up to July 23, we have sold 220 pairs.” 
(Ed. addition: Klein’s 21-line ad in July had pulled 337 requests 
for their 25-cent catalog by July 27!) 


FAWCETT PUBLICATIONS, INC. _ 
295 Madison Avenue, New York 17, N. Y. Se WY 


WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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#1: built at Kalamazoo, Mich., where! “We believe, from our studies,; trical connections and meters. The; kitchen, bathroom and la 
New Home Utility i: units will be constructed. The| that six or seven million families| central core is a_ self-contained| The entire unit is iaithar iced 


Unit Revealed | company’s Kalamazoo plant turned /are in a marginal situation where | package that can be rolled through| ventilated. All surfaces ar fi 
fb _ wpe Beach ns . ee at in the expense of} the door framework, and is so en-| ished with materials select: q fy ol - y 
|the Navy’s amphibious tank. uilding and equipping a new) gineered that a man can get in-| attractive appearance and ef.» 

o ‘ , : ; : Casmyoy x, A 

by Borg Warner Many Lack Facilities home will enable them to enjoy side and service it. Around two| cleaning. : N, 

New York, Sept. 20.—A com- | the American standard of comfort sides of the core are work centers, Trade Development Co) porafcutive | 
plete home utility unit, which a eS te yeni ry and convenience,” he said. with wall and counter cabinets,/ tion, Chicago, is now prejarip rd. 

consolidates household heating,| ©: %: Cemsus statis re showe “ —— sink, range and refrigerator. Ad-| the advertising and promotion , 

plumbing, electrical, bath, kitchen 320,000 American houses lack a jacent to the kitchen facilities is| the unit. coins I 


and laundry elements, including | bath of any kind, 6,000,000 lack} The unit contains a central oii/complete laundry equipment. On nnn 
major appliances, was revealed at | adequate plumbing, nearly 19,- or gas heating plant, with thermo-| the third side are grouped bath- Names Cumin Ss Josept 
a press conference here today by | 900,000 are without mechanical} statically controlled forced warm|room (fixtures and _ accessories. Providence Je - : 2] 

Roy C. Ingersoll, president of the | refrigeration and 19,802,000 do not/| filtered air, entire household} Functional lighting has been Pr. | dence, gag pr “ _ 


Ingersoll division, Borg-Warner have central heating. | plumbing, hot water heating, elec-| vided as an integral part of the/ings Advertising, Providenc« slans. 


Corporation. 

He said the company has com- 
missioned seven of America’s out- 
standing architects to design 12 
houses to show the practicality 
and flexibility of the unit’s opera- | 


tion. The houses are now ciel 


BUFFALO’S GREATEST | 
REGIONAL COVERAGE | 


THIS IS FACTORY’ 


V0 K.C. 


BUFFALO'S 
AMERICAN 
BROADCASTING 


COMPANY 
STATION _ MORE PLANT OPERATING MEN 
| ‘ PAY TO READ FACTORY THAN 


A'INY OTHER BUSINESS PAPER 


5000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


/ 


- BUFFALO ~~ 
BROADCASTING 
CORPORATION ff 


RAND BUILDING, BUFFALO, NEW YORK 
National Representotive: FREE & PETERS, INC 
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S$ 1ORS AVE TIME 


Aspinall to Caples 


joseph Aspinall, formerly ac- 
punt executive with Albert 
renk - Guenther Law, Inc., New 
<, has joined the Caples Com- 
panv, New York, as account ex- 
cutive and member of the plans 
Oc rd. 


oins Davis & Beaven 

Joseph H. Jackson, formerly 
vith Foote, Cone & Belding, Los 
nueles, has joined Davis & Bea- 
ery. Los Angeles, as director of 


plans. 


Sylvania Promotes 
Bulbs in Egg Box 
as ‘Handy 5 Pack’ 


New York, Sept. 18.—Sylvania 
Electric Products, Inc., has 
launched a campaign in maga- 
zines and business papers to pro- 
mote the “Handy 5 Pack—of five 
bulbs.” 

Consumer advertisements show 
an “egg-box” of five bulbs, empha- 


sizing that with “not one extra 
cent to pay” the new package 
makes bulbs “Handy, safe to buy! 
—safe to carry!—safe to store!— 
safe to use!’ Trade copy points 
out to the retailer the advantages 
of the compact bulb package as a 
sales booster; since shoppers will 
be impelled to buy five bulbs at 
once, wrapping time and material 
will be saved and customers can 
safely store bulbs away at home. 

Full-page, black-and-white ad- 
vertisements are appearing in 
September issues of American 


Druggist, Chain Store Age, Drug |Named Sales Manager 
Topics, Electric Light & Power,) ty wy. Menking, formerly with 


Electrical World, Hardware Age,| american Magnesium Corporation, 


Progressive Grocer, and Whole-| pittsburgh, has been appointed 
saler’s Salesman, and in October|manager of textile sales for the 
in Newsweek and Time. Full-|aluminum division of Reynolds 


Metals Company, with temporary 
headquarters in Louisville. 


Jacobsson Joins B&B 
Edward G. Jacobsson, consulting 
lart director with his own office in 
New York, since 1941, and previ- 
ously with the creative staff of 
| Maxon, Inc., New York, has been 
|}appointed art director of Benton 


page color advertisements are 
scheduled for October in Ameri- 
can Home, House’ Beautiful, 
Ladies’ Home Journal and The 
Saturday Evening Post and in! 
November in Better Homes & Gar- 
dens and Good Housekeeping. 
Newell-Emmett Company, New 
York, is the agency. 


_———— 


FIEL 


MANAGEMENT 


President 


Production 
Operations 
Manufacture 
Industrial Relations 
General Manager 
Works Manager 
Factory Manager 
Plant Manager 


EXCLUSIVE AND 
UNCHALLENGED! 


wy 


THE MEN INCLUDED IN THE PLANT 
OPERATING GROUP HAVE SUCH TITLES AS: 


Vice-Presidents in Charge of 


General Superintendent 


Superintendent 


Production Superintendent 


Production Manager 


Head of Methods Department 
Head of Motion Study Department 
Head of Time Study Department 


The Plant Operating Group 
in the Broad Manufacturing Industries 


Head of Time Standards Department 
Head of Production Planning Dept. 
Head of Production Control Dept. 


Personnel Manager 


Director of Industrial Relations 


Chief Personnel Officer 
Director of Training 


MAINTENANCE 


Plant Engineer 

Works Engineer 
Maintenance Engineer 
Mechanical Engineer 
Electrical Engineer 
Maintenance Superintendent 
Master Mechanic 

Chief Electrician 


Superintendent of Bldgs. and Grounds | 


Electrical Superintendent 


A wide variety of titles, but whatever their titles the plant operating officials are 


THE MEN RESPONSIBLE FOR PRODUCING 
BETTER PRODUCTS AT LOWER COST 


These men are facing problems of reconversion, higher priced and less efficient labor and in | 
many cases, the making of new products. The fight to lower costs—to meet competition—forces 
them to keep continually ‘‘on their toes.”” They can’t afford not to study and to search for new | 
ideas and production methods of proved efficiency —the kind of INDUSTRIAL EDUCATION 


provided to them regularly and unfailingly by FACTORY. 


There are other groups with buying influence, of course, and other publications to reach 
them. But the plant operating group is FACTORY ’S field, across the board in the manufacturing 
industries. No one has ever challenged FACTORY’S statement that more plant operating 


officials pay to read FACTORY than any other business paper published. 


“FAC 


TORY™ 


MANAGEMENT AND MAINTENANCE 


AND MATERIAL 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET NEW YORK 18, WN. Y. 


& Bowles, New York. 


‘Funt Appoints Natz 

| Leo A. Natz has joined Theo- 
|dore J. Funt Company, New York, 
in charge of media and traffic con- 
trol. 


“COLUMBIA 
NETWORK 


BUFFALO'S 
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Plan Distribution 
of Tower Books 
from Newsstands 


Cleveland, Sept. 19. — Tower 
Books, a series of 49-cent hard- 
bound reprints, will appear on 
more than 10,000 newsstands in 
the United States and Canada 
“shortly,” B. D. Zezin, president 
of the World Publishing Com- 
pany, has announced. 

In revealing this initial step in 
a postwar expansion program, in 
formulation for more than two 
years. Mr. Zevin said that news- 
stand distribution will be en- 
tirely independent of and in ad- 
dition to the company’s present 
sales through normal trade chan- 


nels—five and ten cent, drug and 
general stores—which in 1946 will 
be “far in excess of 6,000,000 
copies.” 


Wagner to Head Sales 


Lee Wagner will head the new 
sales division which will be re- 
sponsible for newsstand distribu- 
tion, with headquarters in the 
company’s New York office. Mr. 
Wagner has been circulation di- 
rector for Liberty and the Hunter 
Screen publications for more than 
three years, and previously was 
circulation manager for American 
Mercury, a department manager 
for Look and Macfadden Publica- 
tions. Newsstand sales will be 
handled by the Hearst subsidiary, 
International Circulation Com- 
pany, through the independent 


wholesaler method of distribution. 

World’s other three sales di- 
visions and their heads include 
G. P. Kaercher, vice-president in 
charge of chain store sales; 
Thomas J. Doran, trade sales 
manager; and D. T. Baiman, spe- 
cial sales manager, responsible 
for export, mail order business, 
religious houses, premiums and 
other special sales. The company 
publishes, in addition to Tower 
books, Forum books, World- 
Webster dictionaries, and World 
Bibles. 


Glidden Names Erickson 


L. R. Erickson, eastern field 
supervisor of Otis E. Glidden & 
Co., has been appointed sales 
manager in charge of the medical 
detailing staff. 


Males Know Their 
Groceries, Says 


‘American’ Survey 


New York, Sept. 18.—Although 
men are commonly credited with 
having few opinions about grocery 
shopping, a recent survey con- 
ducted by American Magazine 
shows that 94% of the men polled 
not only shop for groceries, but 
that 82% express definite brand 
preferences. 

Approximately 2,000 returns 
were received out of 6,000 ques- 
tionnaires sent out to men in all 
financial strata throughout the 
country. Of that number, 90% 
said they buy products they like, 
even if they aren’t on the shop- 


ey 


ng Age, september 27 1% 
ping list, and more men had deg 
nite opinions about coffee tha, 
beer. 

Although actual brand ,; 
were not given, 66% had da 
brand preferences for coffee: 
canned soup; 61%, toilet 
60%, bath soap; 56%, cold ce 
53%, vegetable shortening; 
crackers; 51%, packaged de: 
and 50% for catsup, tea an 
drinks. 

Only 41% showed a brand 
erence for beer, and frozen 
canned meats and vegetable: 
fruit juices were lowest on tha 
list, with approximately 30°% of 
the men brand conscious in those 
categories. 

Sixty-three per cent prepard 
their own breakfasts some of the 
time and 28% often cook cere, 
for breakfast. Approximately one. 
third of the men are proud of 
their cooking and 50% feel their 
present kitchens are not suff- 
ciently modern and expect to 
make changes when appliances 
become available. 
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Gamble Stores Purchase 
Western Auto Stock 


Gamble Stores, Inc., Minne- 
apolis, has acquired a substantial 
interest in Western Auto Supply 
Company, Kansas City, Mo, 
through a private purchase of 
100,000 shares of stock from Don 
A. Davis, retiring board chairman 
of Western Auto. Simultaneously 
with the announcement of the 
purchase, B. C. Gamble was 
elected to the company’s board of 
directors. 

As a result of the purchase and 


How many mistakes make a war? 


It took four to make this one. 


The mistake of disarmament—made 
when we scrapped our battleships and 
gave up plans for building others. 


The mistake of complacence—letting 
Japan build forts in our back yard, 
letting the League of Nations mandate 
stepping stones to a nation which was 
whetting its knife. 


The mistake of being idealistic—the 
naive signing of anti-war agreements on 
the premise that there won’t be war if 
nations agree not to make war. 


And the mistake of dropping our guard 
—letting our army and air force dwindle 
to virtually nothing while the war- 
makers worked feverishly to build up 
theirs. There were more mistakes, 

many more, but these were enough to 
force upon us the most devastating war 
in all history. 


Will we make enough mistakes after this 
war to cause another? Will our sons 
have to march again to Armageddon? 
Thirteen million returning American 
fighting men can have a mighty and 
determining voice with which to answer. 


THE AMERICAN LEGION MAGAZINE speaks for the mil- 
lions of our fighting men who consider their service 
to America not ended by the ending of war but only 
begun —the keeping of peace. 


It is building now. It is growing swiftly. 
Every day swells its volume—as into 
the ranks of The American Legion come 
the men of this war to join hands with 
the men of another. They come to- 
gether in a cause common to all and 
with a single purpose—to speak on the 
side of common sense, to keep in our 
land the means to keep peace. 


And with this union can be built the 
strongest wall against aggression 
America has ever had—the stoutest 
bulwark against war the world har 
ever known. 


43,500 shares previously acquired, 
Gamble Stores becomes the larg- 
est stockholder of Western Auto. 
Lester Hutchings will continue as 
president of Western Auto, and 
Mr. Davis, who retains a sub- 
stantial stock interest, will con- 
tinue as a director. No change in 


management is contemplated. 


| Packard Names Short 


Del B. Short, who joined Pack- 
ard Motor Car Company, Detroit, 
in 1936 and has served as regional 
manager in Washington, New 
York and Philadelphia, has been 
appointed sales manager of the 
Cleveland region. 


In POWERLAND Lingo.. 
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266 personal chats wit 


POWER PLANT ENGINEERING reade 
bear out the wisdom of slanting your adv¢ 
tising copy to the many operating and maif 
tenance problems of your power-engio 
customers. 


It also pays to talk their workaday langui 
wherever you can—use plenty of installati 
hookups, sectional drawings, maintena® 
hints and performance tables to make yo 
ads meaty and idea-ful. 


Our field-bulletin, “Where engineer: 1¢ 
help’, suggests how to tune your me:saf 
to this basic market. Ask for free copy 


ABC + ABP 
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ENGINEERIN 


53 W. JACKSON BLVD. CHICAGO 
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@ High editorial percentage creates cover-to-cover cohesive and important audience of 1,500,000 


ill con- 

lange in 

ted. 

ort 

jer runs is the first sunrise I've seen in years,” 

regional e k D BO 0 K HIs is the first sunrise I've seen in years,” ex- 

as, bee Qui C F acts on RE claimed the Banking Advisor with a grin of 

leasure — “I'll have to get earli ‘4 
@ You can buy a lot of gumdrops for 25c, but that we, © ye a wid a= 

ingo.. is no measurement of editorial responsiveness. oftener: agi 
Compare Redbook’s 25¢ price against the cost of “Yes,” he continued as he grabbed a window is 
newspapers and most other magazines (5¢-10¢- seat — “A NATIONAL SHOW for $37,200 a year - 
etc.) Redbook buyers pay 25¢ an issue — BUY ‘ ; a 

> TO READ! complete sounds good to me. Particularly with a E 


interest. families who enjoy good reading.” 
@ Twelve insertions in Redbook give you con- “I’m no advertising expert,’’ modestly dis- 
tinuity in your advertising at a low cost — in claimed the B.A. — “but a full page in every one 
is wi fact, only $37,200 a year. of Redbook’s 12 excellent issues . . . at a cost of 
ie @ 25c selling price contributes nearly $4,000,000 only $37,200 complete ... is a NATIONAL SHOW 
ape toward paying for the NATIONAL SHOW. worth sponsoring.” 
@ Monthly issues guarantee longer life. Although Redbook space is sold out at the 
‘neal @ Reader Research assures constant appeal. moment, smart advertisers are making plans 
eel for the future today! 
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e COPY: — e cc) 
= a To Nearly 1/5 of America — 
~<e A Program of Proven Sales Power. o 
"a iat a on Redbook, Cosmopolitan, and American, THE 6 
ees HOehtt if : ‘ 5 =. eae 


MILLION FAMILY MARKET reach almost six 
million homes with less than 15% duplication 
— approximately one out of every 5 in the 
United States. And a full page in every issue of 
all 3 magazines costs only $160,000 a year. 
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Ridgway Appointed 
Ridgway Company, St. Louis, is 

now handling advertising of C. L. 

Downey Company, Hannibal, Mo., 

manufacturer of coin handling 


products. Bank publications will 
be used. 


Landau Promoted 

Frank E. Landau, managing edi- 
tor of Chain Store Age, has been 
named editorial director of all 
publications issued by Chain Store 
Publishing Company, New York. 


To Glasser-Gailey 


American Mothproof Company, 
Los Angeles, has appointed Glas- 
ser-Gailey & Co., Los Angeles, to 
handle a campaign for Wilkil in- 
secticide, now incorporating DDT. 


Edits ‘Automobile Topics’ 
| John D. M. White, formerly 
|serving in a public relations ca- 
pacity with Dodge division of 
Chrysler Corporation, has joined 
Automobile Topics, Detroit, as 
editor. 


Outdoor Advertising 
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NPA Votes to Back 
Postwar Program 
of Ad Council 


Ends $700,000 Work 
for Pulp and Paper; 
Warner Reelected 


Rye, N. Y., Sept. 19.—The Na- 
tional Publishers Association has 
become the first of 27 advertising 
groups affiliated with the War 
Advertising Council to endorse 
the council’s “peacetime public 
service program for American 
business” (AA, Sept. 17), it was 
announced at NPA’s 26th annual 
meeting here this week. 

The announcement was made 
by Paul West, president of As- 
sociation of National Advertisers 
and vice-chairman of the council, 
and by Albert E. Winger, Crowell- 


Advertising Age, 


Collier Publishing Company, 
council director. 


NPA Drops Committee 


The NPA formally ended op- 
erations of its Periodical Publish- 
ers National Committee, for which 
more than $700,000 was raised to 
aid national pulpwood-cutting and 
paper salvage and conservation; 
heard the report of an ANA sur- 
vey by Mr. West showing that 
62 of ANA members would in- 
crease their advertising and 65% 
would introduce new _ products 
next year; reviewed the competi- 
tive progress of magazine adver- 
tising in wartime; studied paper 
prices and the postal situation, 
and reelected officers, headed by 
William B. Warner, McCall Cor- 
poration, president. 

Joseph S. Hildreth, president 
of the Chilton Company, was 
elected a director of NPA to suc- 
ceed C. A. Musselman, chairman 
of the board of Chilton. 


Lucas Honored 


George C. Lucas, retiring as ex- 
ecutive vice-president of NPA 


VISUAL TRAINING AIDS for the Armed Forces, 


devised and produced by Einson-Freeman: 


1—Training Sextant . ..2—Compass Trainer...3—Pocket 
Blinker . .. 4—Semaphore Trainer . .. 5—Aerology 

Charts ...6—Azimuth Finder. ..7—Rifle Sighter... 
8—Graphic Portfolios ...9—Flag Hoist Trainer. 


War Production... 


The lithographic industry made an essential 
contribution to the war effort with needed charts. 


maps, manuals and technical literature. 


Einson-Freeman found opportunity for addi- 
tional service in contributions to the solution of 
urgent training problems ... With training aids 


reflecting long experience and proficiency in 


graphic persuasion and presentation. 


These exhibits also indicate an attitude and 
approach to problems that may suggest Einson- 


Freemans utility in coming sales programs. 


Inquiries are invited. 
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|constantly diminishing supply 
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guest of honor at a dinner Sep; 
18. The association gave hp 
gold watch and chain and \p, 
employes presented him wih , 
silver bowl. Mr. Lucas is being 
succeeded by Donald G. Shook 
who joined NPA last spring. \) 
Lucas was praised for his lon: 
fight for sound circulation-ge tin, 
practices and for his services +, 
the medium in other ways. 

In summarizing the wor}. 4 
Periodical Publishers Nationa) 
Committee, Arch Crawford, man. 
aging director, said that from De. 
cember, 1943, to Aug. 31, 1945 
PPNC had spent $619,575.31. The 
largest item was for paper sal. 
vage radio programs, $228,513.35) 
Publicity for pulpwood cutting 
totaled $157,348.95. 


Paper Cuts Halted 


Among the results cited }y 
PPNC, of which Walter D. Fulle: 
Curtis Publishing Company, ; 
chairman, was the fact that afte; 
its inception, “the magazine pub. 
lishing industry received no fur- 
ther cuts in paper usage. Re- 
sponsible government representa- 
tives tell us that, without this or- 
ganized effort (for pulpwood) 

. war needs would have forced 
deeper cuts in the civilian supp}; 
of paper.” In a letter to NPA 
J. A. Krug, WPB chairman, said 
that “the periodical publishers 
cooperation has been a major con- 
tributing factor in increasing the 
flow of waste paper despite a 


recoverable paper.” 

NPA members saw the pre- 
miere of PPNC film, “Timber |: 
a Crop,” on the income impor- 
tance to farmers of cutting wood- 
lot timber and on its importance 
to industry. 


Aid Economic Stabilization 


Mr. Winger pointed out that 
more than 800 magazines, farn 
publications, business papers an 
religious papers have run regular]; 
a series of advertisements for eco- 


nomic stabilization, and mor 
than 400 of these periodicals ac- 
tively aided the program {f 
paper conservation and_ salvagt 


In November issues several hun- 
dred publications are expected | 
contribute space for a page ad, “A 
Timely Message to Americans 
from Fred M. Vinson, Secreta! 
of the Treasury, urging Americ: 
to get behind the Victory Loa! 
drive. 

James W. Young, chairman 0! 
the War Advertising Council, 1 
a letter to Mr. Warner, praisec 
the effectiveness of the magazines 
anti-inflation campaign. 


Miss Hamilton Named 


Helen C. Hamilton, former) 
nutritionist for the consumer serv- 
ice department of General Fooc 
has been appointed head of the 
home service department of Cor 
Products Refining Company, Ne 
York. 


Wollaeger Leaves Milcor 


C. G. Wollaeger has resigned ¢ 
| vice-president in charge of sale: 
| of Milcor Steel Company, Milwat- 
|kee, to organize the Wollacst 
|\Company, with sales_ office 
|throughout the country. The |! 
| will distribute interior metal tr 
|for buildings and other metal 

| cialties. 


AND ENJOY IT! 


From the time the fateful letter arrives ("Vv 
ing you to make a speech—to the meme 
you have sounded the last word and loc 0 
| over a well satisfied and well convince’ © 
| dience, this book shows the way and el? 
you keep your sense of humor at every 't¢! 


PRICE 75¢ POSTPAID 


NATIONAL PUBLICITY COUNC! 
Room 306 


"HOW TO MAKE A SPEEC 


Cinson-freeman Co... 


STARR 


+ Live & Learn Lithographers 130 East 22, New York 10, Nv. 


& BORDEN AVENUES, LONG ISLAND CITY 1. NEW YORK 
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“Lincoln Land” is among the nation’s top food pro- 

ducing areas. It leads not only in hogs, but in dairy- 
od ____— ing and various crop classifications as well. 
rmer! £ 
r sel ie The latest national census lists these astounding 
Food 1% ey: ” 
of the ‘e figures for “Lincoln Land 
f Cor! es 3 F b 
y, Ne bs 9,804,447 hogs, valued at 260 million dollars! 

jie? $191,229,092 annual income from dairy prod- 

Boor bye ucts! 40,042,347 chickens (and half a million 
mn E other fowl), laying 276,405,971 dozen eggs a 
— - , The value of all poultry and poultry products 
re m : stood at $66,534,480, or 10.8°% of the total value 
al trin 


for the entire nation! 


TAIL 


_ SINCE —}> 1841 


ARMEN ‘ 


CHICAGO 


BURRIDGE D. BUTLER. President 


‘ 


useD AS A TEAM--- 


“Lincoln Land” is a prosperous farm market... 
yet two-thirds of its 14 million people live in cities 
and towns. Urban workers in this top manufactur- 
ing area, with their high earnings, also have stu- 
pendous amounts of money to spend. 


“Lincoln Land” is an eager, able-to-buy market. 
Its people are ready to accept any worthwhile prod- 
uct that comes with the friendly introduction of 
Prairie Farmer, America’s oldest farm paper, and 
radio station WLS, serving them for 21 years. They 
believe what they read in Prairie Farmer . . . and 
hear on WLS. Either medium is an advertising pow- 
er by itself. But used together... as ateam... they 
penetrate deeper. 


DEEPER 


THEY PENETRATE 


= ~ With only 4% of the nation’s land area “LINCOLN LAN D” 
ny _ produces 16.3% of its Hogs.... eu Williou 4 Year! 


“Trading rua Map 


Write for the new “Lincoln 
Land” map of 47 retail trad- 
ing areas, giving county break- 
downs of 1944 retail sales. 
Prairie Farmer-WLS, 1230 
Washington Boulevard, Chi- 
cago 7, Illinois. 
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Rivett to McDowell 


Rivett Lathe & Grinder, Inc., 
Brighton, Mass., has appointed 
Charles McDowell & Staff, Bos- 
ton, to handle the account. Busi- 
ness publications and direct mail 
are scheduled. 


’ 
‘Toronto Star’ Rates Up 
The Toronto Daily Star has in- 
creased its advertising rates ef- 
fective Jan. 2, 1946. A 1,000 line 
insertion, now at 30 cents per 
line, will be increased to 34 cents. 


Scibird Joins Ceazan 


H. D. Scibird, formerly with the 
Office of Defense Transportation, 
has joined J. N. Ceazan Company, 
Los Angeles wholesale distributor, 
as merchandising manager of its 
sewing machine and vacuum 
cleaner division. 


Bruck Names Stanfield 

Bruck Silk Mills, Montreal, has 
appointed Harold F. Stanfield 
Ltd., Montreal, to handle its ac- 
count. 


NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in — 


“‘CONCENTRATE D”’ 
NEGRO MARKETS 


GFT CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 

Write for information: 


GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


Brand Names Group 
Cites Advertisers 
for Diamond Award 


New York, Sept. 20.—At least 
30 American brand names in ex- 
istence for 75 years or more will 
receive diamond anniversary cer- 
tificates from the Brand Names 
Research Foundation, which re- 
leased last week a list of 10 
brands eligible for centennial 
awards (AA, Sept. 17). 

Awards will be made at a series 
of ceremonies in leading cities 
throughout the country, first of 
which will be a luncheon in Cin- 
cinnati’s Queen City Club Sept. 
25 sponsored by W. G. Werner, 
manager of the public relations 
division of Procter & Gamble 
Company. A. O. Buckingham, 
vice-chairman of the foundation 
and vice-president in charge of 


4 


advertising and market research 
for Cluett, Peabody & Co., New 
York, will make the awards, and 
R. B. Beucus, vice-president in 
charge of advertising of the An- 
drew Jergens Company, Cin- 
cinnati, will preside. 


In Philadelphia Oct. 5 

A second ceremony will be at a 
dinner Oct. 5 at Philadelphia’s 
Bellevue - Stratford Hotel, to be 
followed by other festivities in St. 
Louis, Milwaukee, Chicago, etc. 

Companies qualified for Dia- 
mond certificates in the 75-year 
group are: Booth Fisheries Cor- 
poration, Chicagy, (applied to sea- 
food); Stokely-Van Camp’s, Inc., 
Indianapolis (food); E. A. MclIl- 
henny Company, Avery Island, Ia. 
(tobasco pepper sauce); F. J. Rit- 
ter Company, Bridgeton, N. J. 
(food); Senn Products Corpora- 
tion, Brooklyn (Acme jams and 
jellies); Franklin Sugar Refining 
Company, New York (sugar); 
Atmore & Son, Philadelphia 
(mince meat); Rumford Chemical 
Works, Rumford, R. I. (yeast and 
baking powder); Royal Tailors, 


Te san conciceasentienaes 


Send tu your resewation NOW/ 


Advertisers! .. . Agencies! . . . Merchandising men! This new, full color Decalco- 


mania Sign Ad-Visor is packed with suggestions for dealer and product promotion 


and identification! A limited number will be ready for distribution early in 


October. Brochure shows where, when and how to use Decal point-of sale signs, 


suggests unusual designs and treatment. Cash in on “sidewalk circulation” and 


“store-traffic’ sales possibilities with colorful, lasting, low cost Meyer- 


cord Decals! Reserve your Sign Ad-Visor today. Address Dept. 39-9. 


Inc., Chicago; Fashion Park, In. 
Rochester (men’s clothing); Hy 
Corporation of America, Ne 
York (hats); 
The Manhattan Shirt Com dan, 
New York (shirts, ties, etc): 
North Star Woolen Mill Company 
Minneapolis (blankets); Utica ; 
Mohawk Cotton Mills, Inc., Jtig 
(sheets and pillow cases); Fryjf 
of the Loom, Inc., Proviceng 
(cotton textiles); William Skip. 
ner, New York (silk textiles) 
Smith Bros. Inc., Poughkeepgj 
(cough drops); Andrew Jergey 
Company, Cincinnati (lotio,; 
soap); Elgin National Wat 
Company, Elgin, Ill. (watthes). 
Smith & Wesson, Inc., Springfie) 
Mass. (revolvers); F. O. Pierg 
Company, Long Island (Cj 
(paints varnishes, etc.); 
E. F. Houghton & Co., Phila. 
delphia (rust preventive — lubri. 
cating oil); Thatcher Furnacg 
Company, Carwood, N. J. (fu. 
naces); Nicholson File Company, 
Providence (files and_ rasps): 
A. A. Fantine Products Corpora- 
tion, New York (incense); Du. 
phy Boat Corporation, Oshkosh. 
Wis. (inboard and outboard sajj 
and row boats); H. B. Smith 
Company, Westfield, Mass. (boil- 
ers); B. T. Babbitt, Inc., New 
York (lye); John B. Stetson Con- 
pany, Philadelphia (hats); Oster- 
moor & Co., Bridgeport, Conn’ 
(mattresses). 


Pitney-Bowes’ 
Labor-Manager 


Unit ‘Reconverts’ 


Stamford, Conn., Sept. 18.—0f 
ficials and employes of Pitney 
Bowes, Inc., wartime manufac 
turer of aircraft and ordnancq@ 
parts and peacetime manufac 
turer of postage meters, have re 
converted the labor-managemen 
committee, set up during the war 
to a peacetime basis. 

The reorganized committee, be 
lieved here to be the first in the 
nation to go on a permanent basis 
has been renamed the Industrial 
Relations Council. A new in 
signia, showing the basic hand 
clasp of labor-management team 
work over the firm’s P-B initials 
and a new charter have bee 
worked out. The charter specific 
that the committee shall concen 
itself with plant safety, incentive 
plans, production efficiency, et 
and not with collective bargain 
ing. 

Officials point out that 5,00 
such committees had been set U 
in war plants since 1942, and tha 
the P-B “reconversion” comes 1! 


the face of many predictions tha Ss ¥¢ 
all these committees would fol lir 
up when patriotic incentives werd 

withdrawn. Be 


Heads Bristol Sales 7 


Jeffry J. Hammel, formerly ex food | 
ecutive secretary of the Bristo 
Conn., Chamber of Commerce, ha produ 
been appointed sales and offic 
manager, Bristol Machine To purch 
Company. : 
Coast 


PRACTICAL 
EVENING 7 
COURSES in 


rame: 
@ Advertising McC] 
@ Sales Training -et, I 
° Credits & Collectiors ~~ 
@ Purchasing 
@ Accounting 
Register NOW! 
CLASSES START THIS WEEK 
ae 


ROOSEVELT | | ' 
COLLEGE 


231 S. WELLS, CHICAGO 
PHONE WAB. 3580 
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sagt: ig YOUR ADVERTISING tackling only part of California? Check over your K For you who thrive on statistics, 
ld fol lineup—see if it’s doing a job for you in the amazing Valley of the here’s what Sales Management's 1944 Copyrighted Survey shows 
Ss wera . 
Bees. ~ LE 


y The Valley of the Bees has 1,220,000 people. 
15.39% of the State’s total. More popula- 
tion than Baltimore or Cleveland. 


There are 1,220,000 people in this great Valley who spend more for 
rly food than any U. S. city except the five largest . . . more for drug store 
ce, has products than all San Franciscans or all Bostonians. Their per capita retail 
» Tool purchases top the U. S. average by 35%.* 


¥ Effective Buying Income in the Valley of 
the Bees is $1,472,207,605. That's more 
than the total urban EBI in 30 of the na- 
tion’s 48 states. ’ 


y¥ Retail sales in the Valley totaled $774,154,- 
960. Only five cities in the entire country 
exceeded that figure. The Valley ranks right 
next to Philadelphia and Los Angeles — 
ahead of such markets as Boston, Wash 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


And the three McClatchy Bees dominate in 
Valley trading areas where live 83% of all 
those people ... where 81% of all that EBI 


Yet the Valley of the Bees is an isolated market. To Valley people, 
Coast newspapers are as far removed in distance and in appeal as a Pitts- 
L burgh paper to a Clevelander. 


Local and influential newspapers in this bonanza belt are The Sac- 
n ramento Bee, The Modesto Bee and The Fresno Bee. Adding these three 
McClatchy newspapers to your California schedule covers this rich mar- 


ea. 


-. e is concentrated ... where 88% of all those 
et, because each of the Bees is a daily habit with prosperous people in “af retail sales are made. 
Hons 
ts area. 
| ABC coverage of 88% in metropolrtaa 
} area. In 14-county area, more than j 
double circulation of nearest competior. 
! 
K | | 
3 of fal x . | ' 
r | MCCLATCHY (SS ) NEWSPAPERS | peccascrtnem | 
1. ig ‘ } 57% of trading area. 
rE 4 | 
ABC coverage of 90% to cicy 
) zone; 50% in trading area— 


largest circulation of any oews- 
paper berween San Francisco | 
and Los Angeles. 


National representotives...O'MARA & ORMSBEE, INC. 
New York + los Angeles + Detroit - Chicago + San Francisco 
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‘News’ Names Managers 


Frank A. Walty and Grover W. 
Boyd, formerly of Delisser-Boyd, 
advertising representative, have 
been named Chicago and Detroit 
managers, respectively, of the 
Philadelphia Daily News. 


Two Appoint Lee-Murray 


Dale Distributing Company, New 
York distributor of Admiral radios 
and electrical appliances, has ap- 
pointed Lee-Murray Advertising, 
New York, to handle the account. 
Business papers and direct mail 
will be used. The agency has also 
been named to handle the adver- 
tising of Bulls Eye shellac, manu- 
factured by William Zinsser & Co., 
New York. 


Fairfax Adds Three , 


Advertising of Portable Cottage 
Corporation, New York, prefabri- 
cated houses and garages; Blum- 
stein’s department store, New 
York, and the Arts and Antiques 
show to be held at the New York 
Armory Sept. 24-30, has been 
placed with H. W. Fairfax, Inc., 
New York. 


publishing or radio? 


out charge. 


Pitch In—Help a Veteran 


Know a World War II vet who craves a job in advertising, 


Do him a favor by telling him about Apvertisinc Ace’s free 
Job Hunter service, which brings vets and jobs together with- 
Have him write Job Hunter, Apvertisinc AGE, 
100 E. Ohio St., Chicago 11 for a free application form. Jobs 
of all kinds are available—all over the country. And if you’re 
looking for a good man for your own shop, ask Job Hunter 
to send you a file of applications from likely looking veterans. 


Ex-Lax Starts Cartoons 


Ex-Lax, Inc., Brooklyn, is using 
120-line cartoon advertisements in 
newspapers nationally to promote 
the “Happy Medium” laxative. The 
company has been using comic 
strip advertising in the Metropoli- 
tan Sunday Group for three years. 
Joseph Katz Company, New York, 
is the agency. 


Walter Named Manager 


‘Harland °G. Walter, formerly 
with the Detroit office, has been 
appointed advertising manager of 
the Cleveland office of Look. 


Names N. Y. Agency 


Business Week has appointed 
Ivey & Ellington, Inc., New York, 
to handle an institutional cam- 
paign in dailies of 15 cities this 
all. 


Socony Ups Willetts 


Herbert Willetts, assistant gen- 
eral manager of the eastern mar- 
keting division of Socony-Vacuum 
Oil Company, New York, has been 
promoted to general manager of 
the division, succeeding John M. 
Martin, who will retire in 1946 
after 42 years of service. 


Jeet 
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Absence Makes 


Readers Fonder, 
ANPA Learns 


New York, Sept. 21.—“‘Like liv- 
ing in a continuous blackout .. .” 
is how the Bureau of Advertising, 
American Newspaper Publishers 
Association, characterizes news- 
paper readers’ reaction to their in- 
ability to obtain metropolitan 
dailies during the newspaper de- 
livery strike in July. 

The bureau’s most recent pub- 
lication, “City in the Dark,” just 
released, reports that 9,288,127 
copies of papers were sold over the 
counter in 15 days, with these sales 
to individuals rising from 246,114 
copies on Monday, July 2, the 
strike’s first fully effective day, to 
1,256,624 copies on Monday, July 
16, the last full day. 


Affects Store Sales 


While total department § store 
sales as recorded by the Federal 
Reserve Boardswere higher than for 


visual interpretations of ideas to accom- 
plish their objectives is the privilege of 
The JAM HANDY Organization. Out of 
almost 30 years of this experience has 
come *“*know-how’’—also skilled person- 


nel and the right facilities for highly 


Helping America’s business leaders with 


effective service. 


| Té JAM HANDY 


NEW YORK 


O/Gare, 
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* WASHINGTON * DETROIT * CHICAGO * DAYTON * LOS ANGELES 
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1944, th bureau points out thy 
New York’s sales gains fell fa. jy! 
low the trend apparent in Tung 
and in the strike’s second wee : pj 
New York in 42nd place in 
gains over 1944, among 45 _ itic 
covered in the Federal Reserve re. 
ports. Sales in New York gzineg 
only 8% for July 9-14 compare, 
with a 15% average gain for aj 
cities covered, the bureau show; 
adding that in the week of Jyly 
23-28, the first full week afte the 
strike, the figure increased to , 
33% gain over 1944. 

Statistics presented in the book. 
let also include a Women’s Weg 
Daily calculation for department 
store sales, a report by the Unite 
Parcel Service, Inc., on deliveries, 
and the already-published results 
of the cross-section survey of New 
Yorkers and commuters, conducted 
for the bureau by Fact Finder 
Associates, Inc. 


ales 


Gearhart Becomes V.P. 
of Fayetteville Paper 


Sam E. Gearhart, general man- 
ager of the Northwest Arkansas 
Times, Fayetteville, Ark., pub- 
lished by the Democrat Publish- 
ing Company, has become a stock- 
holder in the company and has 
been elected vice-president and 
member of the board. He joined 
the Times in 1940 as advertising 
manager, and formerly held a 
similar position with the South- 
west American and Times Record, 
Fort Smith, Ark., for 30 years. 

A former president of the Mid- 
west Advertising Managers Asso- 
ciation, he is the originator of the 
education edition of the Southwest 
American, which he started in 
1909, and which he began in the 
Times five years ago. 


Chistiansen Expands 
Christiansen Advertising 
Agency, Chicago, has moved to 
larger quarters in the Field build- 
ing, 135 S. LaSalle St. The new 
telephone is Central 2484. 


- hg 
FOOD 


ADVERTISING 


357 
MORE 


EFFECTIVE IN 


NEW BEDFORD} 


Per Family Expenditures | 
in Food Stores | 


UNITED STATES” || 


Average 


‘513 | 
NEW BEDFORD | 


Average 


‘691_ 


Sales Management—May, 1945 


PROOF! 


There is no disputing the fact 
that National advertisers of food 
are assured greater returns per 
dollar invested in the New Bed- 
ford Market. The 35% greater 
“per family” expenditure for 
food here means that your prod- | 
uct, backed by consistent ad- { 
vertising will be reached for 
eagerly on grocery store shelves. { 
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Rep. by Gilman, Nicoll & Ruthma 
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— than Any Other Publication in the Automotive Field 


red to 
build- 
e new , ’ ‘ ; , 
@ 67,302 Paid Circulation Today and Still Growing 
=a @ 75,000 Total Circulation 
Behind Automotive Digest’s steady climb to leadership in Paid Circulation is 
| a story of editorial leadership which has led to reader preference among inde- 
ndent service operators. 
dent tor 
\ 
; Proof of Automotive Digest's claim of editorial leadership is shown by a 12 
) ! months’ breakdown of editorial content of publications in the Automotive Field. 
EDITORIAL BREAKDOWN, 12 MONTHS ENDING JUNE, 1945 
Auto Motor | Motor | Super Auto Motor | Motor | Super 
Digest a Age | Service | Service Digest are Age | Service | Service 
7x10” | “* 7x10" | 41/9x6”| 7x10" 7x10" | “* 7x10" | 41/ox6"| 7x10" 
*Body Service— Kinks 2'/. | 29 9/2 A\/, | 10!/, 
\ Refinishing 28'/, 2\/n 4 Ue We Gere +Management— ‘ _ 
*Brake Service— Merchandising | 503/, | 45 28'/2 6 85 
7 Alignment 38/2 | 122 | 5%) 9 6%, | News 32. (161 |139 | 4217, | 53 
aie Car Dealer 0 | 55'%4| 21%4| 0 0 tens aad = 
{Chassis Service 19 171/74} 1834 | 2134 3 Answers 4\/, ) _| 55% 4. |} 1 
_" Contests 8 3 0 1234 WW/y | *Quick Service 47\/4 | 13% | 22/7, | 34¥/, [ 42 
Editorial and | Reader Letters 2'/, 0 8 43/5 2 
Contents 2114 | 279% | 10 21% _| 29/2 [ Government 917, | 443/, 31 23/, | 3734, 
“Engine Service | 62'/. | 7'/2 | 21 52% | 7 Truck Service 0 | 341 5%! 153%, | 0 
Equipment— *Tune-Up— a ae 
Tools 7 4\/4| 4 10'%, | 0 Electrical 48\/, | 18'/, | 19 39 22!/2 
Jobber 6 15% 6'/2 7/2 Y2 Write-Ups— — 
Jokes—Cartoons 334 | 17 41l/, 134, 5 Free Literature | 12'/, 5 21 46\/, | 17'/, 
* Automotive Digest leads all others in this service. t Automotive Digest is second in these services. 
—— 
945 
@ 
jact 
ood 
per 
vo NEW YORK, Room 2007, Paramount Bldg., 1501 Broadway * CHICAGO, Board of Trade Bidg., 141 W. : 
4 Jackson Blvd. « DETROIT, 6432 Cass Ave. * LOS ANGELES, 403 E. Eighth St. * CINCINNATI, 22 E. 12th Street = 
ad- 
for 
es. || 


The most thorough coverage of the most fertile market, on the largest page size, at the 
lowest rate per thousand of any paid circulation publication in the Automotive Field 
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American Net Alters 


Sales-Service Unit 


Robert Saudek, sales - service 
manager of American Broadcast- 
ing Company, New York, has 
given up that position to devote 
full time, temporarily, to special 
sales problems, working with 
Mark Woods, president, and Ches- 
ter J. LaRoche, vice - chairman. 
Later, Mr. Saudek will take over 
a permanent post in the network’s 
public relations department. 

Succeeding Mr. Saudek is Al- 
fred R. Beckman, formerly in the 
traffic division. Gordon G. Van- 
derwarker has been transferred 
from general sales to account sup- 
ervisor in sales-service. 


To Head Teietone Radio 


S. W. Gross, formerly vice- 
president and director in charge 
of production and purchasing of 
Emerson Radio & Phonograph 
Corporation, New York, has been 
appointed head of Teletone Radio 
Company, New York, producer of 
small radios and radio-phono- 
graphs. John S. Mills, formerly 
sales manager for Brunswick 


New York representative of 
Stromberg-Carlson Radio Cor- 
poration, Rochester, N. Y., has 
been named an associate of Mr. 
Gross. 


Renews Equipment Guide 


Chain Store Publishing Corpo- 
ration, New York, will publish a 
new chain store equipment direc- 
tory in December. Similar direc- 
tories have been published in the 
past few years as sections of the 
November issues of Chain Store 
Age. The new directory, first 
since the war started, will be a 
separately bound book. 


Martin Returns to Hoyt 


Col. K. G. Martin, with the 
Army since 1941, has returned to 
Charles W. Hoyt Company, New 
York, as merchandising counsel 
and executive. Col. Martin, a 
World War I veteran, has been 
with the agency since 1937. 


Tie Account to BBDO 

Beau Brummell Ties, Inc., Cin- 
cinnati, has appointed the Chi- 
cago office of Batten, Barton, Dur- 


Ad Series Pushes 
‘Plus Values’ of 
Dresser Industries 


Cleveland, Sept. 
Industries, Inc., whose member 
companies and activities have 
been expanding rapidly, is con- 
ducting a strong advertising cam- 
paign in newspapers, magazines 
and business papers to build pub- 
lic consciousness of the “plus 
values” offered by each of its 
units. 

The group of 13 companies, 
under common ownership but 
maintaining independent man- 
agement, is primarily connected 
with the gas or oii industry, or 
both. By pooling resources and 
working together for the common 
good, they attain the advantages 
of teamwork. Available to each 
company are the services of the 
Dresser Industries staff, manned 
by experts in manufacturing, en- 
gineering, marketing, distribution, 


19. — Dresser 
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PLUS—"The plus of Dresser Industries” 
is played up in a series of national ads, 
of which this is one, with member com- 
anies of the Cleveland organization 
isted at the bottom. Fuller & Smith & 
Ross, Cleveland, is the agency. 


a single, small company probably 
could not afford. 
Each ad in the current series 


Radio and Gross Sales, Inc., 


stine & Osborn as its agency. 


organization planning, etc., which 


explains the “Plus of Dresser In- 


I TS READERS are 


WHAT BANKERS SAY ABOUT THEIR LOCAL PEOPLE 
WHO READ CAPPER’S FARMER 


The country banker is one of 
America’s ablest business men and 
an unquestioned authority on the 
farmers in his community. 


Country bankers rate the readers of 
Capper’s Farmer high in two ways 
that are of interest to advertisers: 
(1) They verify that CF readers are 
farmers who farm for a living, and 
(2) that CF readers in a community 
are progressive, prosperous farmers. 


Capper’s Farmer built and maintains 
this kind of readership with farm- 
tested editorial content. 1,200,000 
farm families who till the rich mid- 
lands of this country and are “good 
at the bank” regard it as necessary 
reading each month. They look to 
both its editorial and advertising 


columns for better ways of doing 


things. 


CAPPER’S 


The ONE National Farm Maga 


"Goop AT THE BaANk” 


“They own and operate our 
best farms.” 
H. I. Baldwin, Cashier 
Tonica (IIll.) State Bank 


* 
Readers are among our best.”’ 
C. C. Johnson, Cashier 


Starke County Trust & Savings 
Knox, Indiana 
* 
“Our best farmers read ‘Cap- 
per’s Farmer’.”’ 
I, C. Rush, Cashier 
ist National Bank 
Washington, Kansas 
* 
They're a bunch of high class 
farmers!” 

Wayne Cahill, Cashier 
Peoples National Bank 
Georgetown, Ohio 
* 

"Among the most substantial 
ere.”’ 

A. R. Hill, V. P. 
lst National Bank 
Burkburnett, Texas 
* 

"90% of bestfarmersread CF.” 
J. R. Pate, Pres. 
lst National Bank, Carmen, Okla. 

* : 


“Our best fixed farmers get it.” 
Griswold (lowa) State Bank 


Les 


“Of 71 subscribers checked— 
70 are tops.” 
W. E. Van Tuyle, Pres. 
State Savings Bank, Clinton, Mich. 
* 


“Every reader of C F is a best 
farmer.” 
V. R. Schaeffer, V. P. 
lst National Bank of 
Viroqua, Wisconsin 


* 
"“Capper’s Farmer readers are 
good farmers.” 


Northwestern State Bank 
Hillsboro, North Dakota 


* 
"Substantial farmers read it.” 
_ J. E. Draeger, Cashier 
Twin Valley (Minn.) State Bank 


**Most C F subscribers are cus- 
tomers of this bank.” 

Roy Whitford, Pres. 
Exchange Bank of Fairfax, Mo. 
* 

“*Capper'’s Farmer readers 
here are tops.” 

N. F. Van Fleet, V. P. 
Hartford (S. D.) Community Bank 


* 
"A dandy list of real farmers 
of good farms.” 
. L. Gray, V. P. 
Farmers State Bank 
Spring Green, Wisconsin 


FARMER 


zine that Speaks the Farmer's Language 


dustries” this way: “Back of every 
product of every member of the 
group of companies stands Dres- 
ser Industries, Inc. — strengthen. 
ing the resources; coordinating 
and stimulating engineering, pro- 
duction and distribution for its 
member companies. This is tiie 
Plus of Dresser Industries. ‘To 
customers of every Dresser mem- 
ber this Plus is passed on throuch 
the products they buy—a Plus 
Value.” 


Promote Individual Products 


Individual products and the ac- 
ceptance of Dresser Industries in 
general are being promoted 
through the series in Barron’s 
Weekly, Business Week, Chicago 
Journal of Commerce, Fortune, 
Iron Age, New York Journal of 
Commerce, Sunday editions of the 
New York Herald Tribune and 
Times, Modern Industry, Steel, 
U. S. News, Wall Street Journal 
and trade publications serving the 
gas and oil industries. Reprints 
are being sent to key personne] 
of the Dresser group from coast 
to coast explaining the campaign 
approach. 

Copy each month is devoted to 
the products and accomplishments 
of an individual Dresser Indus- 
tries member, but all ads list the 
units and their operating head- 
quarters. Headquarters of Dresser 
Industries is located here. 

Plans are already under way, 
through Fuller & Smith & Ross, 
for the 1946 advertising program, 
in which the trend to group ac- 
complishments will be more pro- 
nounced. 


Bretton Bands to Iola 


Bruner - Ritter, Inc., New York, 
maker of Bretton watch bands, 
has appointed B. D. Iola Com- 
pany, New York, to handle ad- 
vertising. Fifty-nine Sunday 
newspaper supplements in 56 
cities and 16 magazines will be 
used, starting in October. 


Miss Heiskell to Ward 


Ardeane Heiskell, formerly 
sales promotion manager of 
WIND, Chicago, has joined Jim 
Ward & Co., Chicago, as director 
of radio and television. 


Sutherland Named 


Capt. Judson C, Sutherland, 
USNR, Navy deputy on the Tenth 
Army staff for the Okinawa in- 
vasion, has returned to McKesson 
& Robbins, Inc., as manager of the 
company’s metropolitan New York 
wine and liquor division. 


sell 
Durham 


N.C.’s 
ord city 


OWNED BY 
DURHAM HERALD-SUN 
NEWSPAPERS 
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You haven’t met her? 


... you should! 


¥ 
| 7 ~_ 
, SS om 
7 
* 
Eee ° 
¥ 
@ She’s about 26. 
. 
She’s married, been married ¥ 


about seven years. 


She has two children — both 
very young. 


Generally she’s a housewife, but she 
worked in an office once. Sometimes she 


still works there. 


She manages the $4,000 family income well. Their 


nice home is proof of how well. 


She and her husband expect to build their own home. 


She has flair that can wear the new styles. She’s up on the fads, 


but she shops with her head. 


She needs a magazine especially built to serve young women like her, because 


she forms one of America’s greatest markets. 


She’s going to get her magazine very soon. It’s called 
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NRDGA to Hold 
Jan. 7 Meet: Asks 
OPA Drop Controls 


New York, Sept. 18.—The board 
of directors of the National Retail 
Dry Goods Association, concluding 
a “meeting last week at which it 
urged an end of all government 
regulations affecting price controls 
by Feb. 1, 1946, decided to hold 
its annual convention at the Hotel 


Pennsylvania here during the 
week of Jan. 7. ees 
After considering “every pos- 


sible shade of opinion which may 


exist in the trade,” the board de- | 


clared “it is our opinion that price 
controls on the present over-all 
basis could with safety be abol- 
ished by Feb. 1. 1946.” Acknowl- 
edging that these controls “gen- 
erally have worked well during 
the war period,” the NRDGA 
board agreed that “undue reten- 
tion of certain regulations, such 
as those of the Office of Price Ad- 
ministration, have retarded the 


$50,000,000 for 
Employee Welfare 


CHECK of 7,000 in- 

dustrial relations offi- 
cers who read Industrial 
Relations Magazine indi- 
cates that much and more 
will be spent by them in 
1946 for health and medical 
service to employees, for 
recreational equipment, in- 
plant eating equipment, 
safety clothing, personnel 
records, training films, edu- 
‘ational literature, etc. The 
average expenditure per 
employee will be about $38 
for the year. 


Industrial 
Relations: a 


Send for Sample Copy 
and Rates 


You can now reach this important in- 
dustrial buying group through the 
new Dartnell magazine, Industrial 
Relations, with one advertisement. 
With more than five readers for each 
copy going to a plant it offers you an 
audience of 35,000 conditioned pros- 
pects for your products or services at 
a fraction of what it would cost to 
write—even if you had the list. 


DARTNELL CORPORATION 


4660 Ravenswood Avenue ~- Chicago 40, Illinois 


a Sonn Bureau of Circulations 
issociated Business Papers, Inc. 


Send free sample copy and latest advertising 
rate card. We might want to use some space. 


Zone State 


production of many necessary lines 
of goods, particularly of textiles, 
and will adversely affect employ- 
ment in many industries. 

“Too rigid price controls 
threaten to postpone indefinitely 
the full production of many of 
the lower-priced lines of merchan- 
dise, the return of which would 
reduce the cost of living for a 
large segment of the population,” 
the board said. “A policy of too 
rigid price control by acting as a 
brake upon production will, in 


during which price control is nec- 
essary, which, in its turn, will 
continue to be a brake on in- 
creased production.” 


Kaplan Joins Weston 


Ben Kaplan, formerly radio ed- 
itor of the Journal and Evening 
Bulletin, Providence, R. I., has 
joined Frank Weston Advertising, 
Providence agency. 


Maxfield Appointed 
R. I. Photo Laboratories, Provi- 


Maxfield Company, Providence, to 
handle its advertising. Radio and 
newspapers will be used. 


‘Press’ Names Lognion 


Hubert M. Lognion, member of 
the national advertising staff of 
the Houston Press for the past 
six years, has been appointed na- 
tional advertising manager. 


Agency Adds Accounts 


Advertising Producers-Associ- 
ated, Chicago, has added six new 


ss 


Onsrud Machine Works; Clearing 
Machine Company; Hubbard Spo) 
Company; Spray Engineer ng 
Company; Arlington Seatin 
Company, and Rockford Mach = 
Tool Company. All will use busi- 
ness papers and direct mail. 


Joins Speer Carbon 


Dr. Harry G. Mitchell, recen'|y 
carbon products consultant for 
WPB, has been appointed adver- 
tising manager of Speer Carbon 
Company, St. Marys, Pa., and ‘ts 
affiliate, International Graphite & 


fact, automatically extend the time} dence, R. I., has appointed Joseph! Chicago area industrial accounts: 


Electrode Corporation. 


For Postwar Markets? 


Fast-flying canvasbacks flash past, out beyond the 
decoys. It takes skill, accuracy, and the right weapon 
to bring them down! 


The experienced hunter will not try to reach these 
elusive fliers at long range with a‘‘smooth bore” gun 
which scatters shot all over the landscape. 


A waste of ammunition! 


He lets go with the “full choke” because it takes a 
compact, concentrated pattern of fire to do the job. 


The right bore for the right target! 

% * * 
Back at the office, where markets are targets, this 
same principle applies to your choice of advertis- 
ing weapons. 


Full Choke or Open Bore... 
Which Is Your Choice 


PF 


If it’s a product, or a service, for American In- 
dustry you need a concentrated, ‘full choke” 
pattern of fire to reach the men who influence, 
specify, or place industry’s orders. 


There is no “open-bore” scattering of sales am- 
munition when your advertisements are carried in 
publications specifically edited for specific busi- 
ness interests. Their readers are the very men 
whom your product will help to cut costs, improve 
quality, speed production, multiply markets in 
their own industries. 


Sound Business and Industrial magazines enjoy 
the intensity of readership that stems from the 
American businessman’s ceaseless striving for 
progress through new ideas, new tools, new 
methods, new and better ways to,do and make 
things. He looks to his Business or Industrial 
paper for those facts—and he often finds them in 
industrial advertisements! 


Reconversion and the highly competitive post- 
war sales era are on today’s doorstep. Set your 
sights now on the key men in design, engineering, 
production, maintenance and distribution. Those 
men constantly look to their industrial magazines 
to help them do—and make—their own jobs better. 


McGRAW-HILL 


PUBLISHING COMPANY - INC. 


Headquarters for Industrial Information 
330 WEST 42ND STREET, NEW YORK 18, N. Y. 
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rects ‘Push Plans’ 


Vialcolm S. Walker has been ap- 
nted executive vice-president 
i director of sales of Belnap & 
ympson, Inc., Chicago, creator 
producer of “Push Plans,” 
5 and production incentives. 
‘ry Lee Thompson, formerly 


yh Downtown Shopping News 


| WJJD, Chicago, and W. Ed- 
rd Fitzgerald, previously with 

Wassell Organization, West- 
et, Conn., have been appointed 
motion directors in the Mid- 
st. 


‘Footwear News’ Bows 


Footwear News, published by 
Fairchild Publications, New York, 
is scheduled to appear Oct. 6. To 
be published weekly as the indus- 
try’s only newspaper it will be 
circulated nationally and will sup- 
plement the service given depart- 
ment stores and specialty shops 
by the Friday footwear section of 
Women’s Wear Daily and the 
men’s footwear section of Men’s 
Wear. H. M. Love, manager of 
the footwear division of Fairchild 
Publications, has been appointed 


advertising director. 


Joins Ivey & Ellington 

George Cadenas, formerly pub- 
licity and public relations execu- 
tive with J. M. Mathes, Inc., New 
York, has been appointed director 
of public relations of Ivey & El- 
lington, New York. 


To Emerson Sales Post 


Phil Glad, for the past two 
years manager of field inspection 
for Emerson Radio & Phonograph 
Corporation, New York, has been 
appointed southern sales manager, 
with headquarters in Atlanta. 


|Peet Company, 


Miss Martin to Colgate 


Helen Martin, formerly with 
Primrose House, New York, as 
vice-president in charge of prod- 
ucts, packaging and promotion, 
has joined Colgate-Palmolive- 
Jersey City, as 
cosmetic consultant in the new 
products department. She was 
previously with J. Walter Thomp- 
son Company, New York, where 
she worked on advertising, re- 
search and marketing of the 
Pond’s, Woodbury and Odorono 
accounts. 


To Reach Your “Targets” 


in Business and I ndustry 


Use McGraw-Hill Publications 
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TEXAS ', LOUISIANA 


THE SHREVEPORT TIMES 
ae 


In the Ark-La-Tex 
Area, KWKH, 
with its 
50,000 Watts 
is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 


The Branham Co 
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Join Pictorial Studios 

Robert L. Greene, former assist- 
ant advertising director of Detroit 
Edison Company, has joined Pic- 
torial Studios division of Service 
Engraving Company, Detroit, as 
sales manager. Harry Fairchild, 
recently with the merchant ma- 
rine and formerly with Jam 
Handy Organization and Nash- 
Kelvinator Corporation, has joined 
the division to direct art produc- 
tion. 


EYE" CATCHERS 


World’s 
greatest col- 
lection adv, 


FREE! 


photos. All lines business 
. . . all situations. Top 
models . fine photog- 
raphy. Multiplies pull of 
promotions Shot new 
each month. 10,000 sub- 


jects available. Money 
saving subscription plan. 
NOT STOCK PICTURES. 
FREE proofs and details 
on request. No obliga- 
tions. No salesmen. 
EYE*CATCHERS, Inc. 
10 E. 38th Street 
New York 16, N. Y. 
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Hart Schaffner 
Continues Dealer 
Cooperative Ads 


Chicago, Sept. 18.—To stimulate 
cooperative dealeradvertising 
Hart Schaffner & Marx has mailed 
a package containing reproductions 
of 18 of its upcoming ads to all 
its dealers, with a letter from Ray 
Manning, vice-president and direc- 
tor of sales, explaining the com- 
pany policy. 

“We realize that you are more 
concerned about deliveries of mer- 
chandise right now than you are 
about good advertising material,” 
he says. “We are doing everything 
we can to increase production so 
that we can adequately take care 
of your clothing requirements. 

“However, good advertising is 
important and will contribute to 
the future success of your store, 
placing you in a strong position 
when goods are again plentiful.” 

Included in the package is a 


check-guide to be returned to Hart 
Schaffner & Marx’ advertising de- 
partment indicating which mats 
each dealer would like to have sent 
to him for his cooperative use. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Issues Textile Journal 


The Papers of the American 
Association of Textile Technol- 
ogists, to be published by Daily 
News Record, is scheduled to ap- 
pear this December. To consist 
of technical or scientific papers 
read before the monthly meetings 
of the association, the magazine 
will be published three times a 
year, will be 9x12” in size and 
will carry advertising. About 650 
copies will be distributed free to 
association members, and remain- 
ing copies will be sold at $1. 


G-E Names Anderson 


C. E. Anderson, assistant comp- 
troller of General Electric Com- 
pany, Bridgeport, Conn., has been 
appointed manager of the com- 
pany’s home laundry equipment 
division. 
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diversified, permanent industries ... abounding 


The compaciness of this well-defined market - des 
“and the vastness of its industrial and agricul- iis 
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< ‘reached effectively and completely only from the ©’. 
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delivered) circulations in America. Even with 
wartime restrictions you can use Booth Michigan 
“Newspapers with a minimum of ‘Testrictions. 
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Dan A. Carroll, 110 East 42nd Street, New York City 17 


John E. Lutz, 435 North Michigan Avenue, 


Chicago 11 


Ralph W. Moorhead, assoc. publisher of the Northwestern Ban):er 
and Underwriters Review, was given a wrist watch specially en- 
graved for the occasion when he became a member of the 25 year 
club of the De Puy Publications, Des Moines, last month. . . Will 
C. Braun, business mgr. of the Journal of the American Medica] 
Ass’n, Chicago, put a log of his summer’s fishing trip into a little 
folder entitled ““Muskying at Lake-of-the-Woods.” Among numerous 
fishermen mentioned in the story are Lloyd Hollister, of Chicago 
suburban newspaper fame; Gus A. Fritsche, of American Colortype 
Co.; Rudy H. Mathesius, lithographer, and Harold King, who gets 
the designation, “a disciple of John Cuneo.” . . 

Constance Ernst, New York head of the OWI broadcasting diy. 
and ass’t chief of ABSIE in London last year, is engaged to Simon 
Michael Bessie, formerly chief of the Psychological Warfare Branch, 
AFHQ, of OWI and currently deputy director of the U. S. informa- 
tion services in France. Before joining OWI in ’42, Mr. Bessie was 
editor of the Market Research Monthly and an assoc. ed. of Look. .. 

Samuel E. Bernstein, founder & pres. of National Silver Co., was 
honored recently on the occasion of his 55th year with the firm by 
his employes, who presented him with a leather-bound portfolio 
containing their signatures and congratulations. .. Edward B. Dooley, 
General Foods public relations director, and former All-American 


AT YOKOSUKA NAVAL BASE—Newspaper and radio correspondents who 
landed at Yokosuka naval base with the Fourth Marine regimental combat 
team are, left to right: George Folster, NBC; Ken McCaleb, INS; Webley 
Edwards, CBS; Bill Tyree, UP; Murlin Spencer, AP; Larry Tighe, ABC; Dave 
Brown, Reuters, and Maj. John V. Sandberg, formerly in the ad department of 


Swift & Co., Chicago, Marine public information officer from CINCPAC, who 


accompanied the group. 


quarterback, recently saved a member of his beach club from 
drowning. Eddie’s dignity was saved by a towel when he found he'd 
lost his swimming trunks during the rescue. . . 

The prewar art director of Redfield-Johnstone, New York, Sst. 
John D. Berguson, is now serving his 26th month overseas, cur- 
rently assigned as base draftsman with the 1153rd AAF Base Unit, 
South Atlantic Division, ATC, at- Belem, Brazil, which is now en- 
gaged in returning soldiers from Europe. . . Charles Pyle, managing 
director of Nat’l Electrical Wholesalers Ass’n, and, incidentally, a 
cousin of the late Ernie Pyle, recently learned that his son, a captain 
now stationed in Paris, is engaged to be married: . . 

Lee-Muiron Rousseau, acc’t exec. with Charles Dallas Reach 
agency in New York, is author of “Successful Advertising Through 
Evaluation,” to be published by the Newark Barton Press. Mr. 
Rousseau has been lecturing for 7 years at the Business College of 
Seton Hall College in Newark... 

Newark’s United Advertising Corp. is busy welcoming returning 
vets. Among recent visitors have been Capt. Robert Wolfe, son of 
v.p. & gen. mgr. Edgar B. Wolfe, returned from Italy and on fur- 
lough awaiting release from the Army before assuming duties at 
the agency; Sgt. William Barling, son of Eugene H. Barling, v.p. in 
charge of sales, visited his parents before returning to an Army 
hospital for further treatment of wounds received in Germany, and 
Sgt. Robert Kless, overseas three years with the 8th Air Force, who 
hopes his more than 85 points will enable him to rejoin the agency 
soon. Meanwhile, agency pres. Leonard Dreyfuss has been appointed 
a member of the Citizens Advisory Comm. of the Newark Planning 
Board... 

Charles E. Rochester, a past pres. of Advertising Men’s Post, No. 
209, of the American Legion in New York, and currently v.p. & 
managing director of the Hotel Lexington, told of his recent 32,000- 
mile gov’t mission with Paul V. McNutt to the Philippines, Okinawa 
and other Pacific islands at the Sept. 10 meeting of the Post. . 

Admen and women of Boston will give a testimonial dinner to 
Joseph P. Donovan, treasurer of Donovan & Sullivan Engraving 
Co., at the Statler, Oct. 8, in celebration of his 50 years as a phot»- 
engraver. The Boston Adclub, Bookbuilders of Boston, Boston Clu! 
of Printing House Craftsmen, Graphic Arts Inst. of Mass. and t!' 
Society of Printers will take part in the tribute. . . 

G. Ray Schaeffer of the executive staff of Marshall Field & C 
has placed in the Chicago Community Trust an annuity and insu 
ance policy, the proceeds of which will be devoted to the suppo™ 
of Morgan Park Military Academy, of which Ray is a graduat*, 
class of 03. . . Paul E. Watson, exec. v.p. and manager of the Ch 
cago office of Ruthrauff & Ryan, was host at a luncheon for : 
members of the Chicago office who have been with the agency fi\ 
or more years. F. B. Ryan, president, and E. J. Grady, exec. v. 
(New York), were on hand, and Oscar A. Zahner, head of tl 
agency’s St. Louis office for the past 20 years, also attended t! 
luncheon... 

Forecaster Bruce Spruill, of Burton Browne Advertising, Chicag 
named Sept. 2 as the date of World War II’s end, for which he ré 
ceived three World Series tickets from General Instrument Cory} 
which offered the reward in 1943. . . Roy V. Bailey, assoc. ed. ani 
Mrs. Elizabeth M. Hooke of the business offce of the Bee, Sacr: 
mento, Cal., have won the newspaper’s service pin as members 
the Twenty Five Year Club of McClatchy Newspapers. . . 
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Now Ready! 


THE TEXAS ALMANAC 


And State Industrial Guide 
For 1945-1946 


A Book that should be on the 
desk of every Advertiser and 
Sales [Executive 


By Mail, Prepaid: 
In Paper Cover 
In Cloth Cover 


“CORRESPONDENTS ABROAD! 


CORRESPONDENTS 


ABROAD! 


“WE - WANT - TO 
REACH - THE 


WOMEN!” 


Listen, Mr. Trott. Did Texas women applaud when 
The News sent its own correspondents to Africa—to 
Italy—to France—Germany—the Philippines—Oki- 
nawa—Japan—and now back to Europe? Did women 
follow their dispatches? 


Did the women say, along with the men, “This is by 
far the greatest war-time job any Texas paper ever 
attempted’’? 


Sir—they did. 


The News’ coverage of the war fronts and the various 
peace and rehabilitation fronts has written a new page 
in Texas journalism. But—it’s only one of the depart- 
ments that, taken together, give The Dallas News its 


position of preeminence. 
A real newspaper has to do everything. 


ONLY NEWSPAPER EXCELLENCE 
MAKES ADVERTISING POWER 
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KMA Study Shows 
Women Write Most 
Commercial Mail 


Shenandoah, Ia., Sept. 18.— 
Women write 86.4% of the com- 
mercial letters, Station KMA’s 
1945 radio mail study, just pub- 
lished, reveals. Statistics were 
compiled from 488,434 pieces of 
mail sent to the station from 
listeners within a six-state area. 

Questions submitted by adver- 
tising men were used in the sur- 
vey, conducted by the station to 
determine the value of radio mail. 
The results were tabulated by 
certified public accountants hired 
by the station, which intends to 
continue the study. 

An analysis of the response 
showed that 86.4% of the 488,434 
letters were written by women, 
while men wrote 13.6%. The sta- 
tion also found that 80.42% of 
those writing wrote only once 
within a 13-week period, while 
19.58% wrote twice or more. 
People on farms or in small towns 


| wrote 80.20% of the letters; 
people in towns between 4,000 
and 10,000 population wrote 
6.74%, and people in cities wrote 
11.02%. 


Seasonal Variations Slight 


Listener writing habits 
rather constant, the survey re- 
veals, with the small seasonal 
variations that do occur seeming 
to indicate: 

1. That men write about 5% 
less letters in the 13-week period 
of April, May and June than in 
other periods of the year. 

2. That listeners are slightly 
more inclined to write only one 
letter in the 13-week cycle of 
July, August and September, than 
in any other cycles of the year. 
The figures also showed that the 
number of those who will write 
two letters in any 13-week period 
is about the same as the number 
who will order more than one 
thing at a time (multiple-order 
letters, 13.57%). 

It was found that it is about as 
easy to get a woman to write 


are 


twice, or to order more than one 


item, as it is to get a man to 
write once. Also, it was found 
that neither seasons nor types of 
general offers made any difference 
in regard to the locale of the 
writers. 


Charles Brewer Becomes 
American BBC Director 


Charles Brewer, with the Brit- 
ish Broadcasting Corporation for 
20 years, has been appointed 
North American director of the 
corporation. He replaces John 
Saltor, recently transferred to 
England. Before the war, Mr. 
Brewer was responsible for two 
of BBC’s most popular entertain- 
ment programs, “BBC Scrapbook” 
and “Flying High.” 


Zabin Named Posner V.P. 


James B. Zabin, formerly gen- 
eral manager of Cinema Circuit 
Corporation, New York, has been 
appointed vice-president of Pos- 
ner Advertising Agency, New 
York. Co-author of “Understand- 
ing Advertising” Mr.. Zabin was 
previously an executive with 
Grey Advertising Agency and 
Buchanan & Co., New York. 


Adds Spanish Paper; 
Hand Joins Davidson 


Davidson Publishing Company, 
Chicago, has announced a new 
Spanish language publication for 
the paper industry of Latin Amer- 
ica with the first issue scheduled 
for February, 1946. The new pub- 
lication, Desarrollo Del Papel, will 
appear bi-monthly. 

Andrus J. Hand, formerly edi- 
torial director of the National Re- 
tail Furniture Association pub- 
lications, has joined Davidson as 
editorial director of Paper Sales, 
Printed Selling, the Paper Year- 
book, Selling Papers and the new 
Spanish publication. 


KCMO Issues Rate Card 


Station KCMO, Kansas City, 
Mo., has just issued Rate Card 
No. 12, effective Oct. 1, changing 
the hours of some of its classifi- 
cations but retaining the $144 rate 
for one half hour’s Class A time. 
The station has rebuilt its pro- 
gram _ structure, increased its 
nighttime power from 1,000 to 
5,000 watts and has become the 
exclusive American Broadcasting 
Company outlet in Kansas City. 


HOW MANY INTEND TO STAY IN SEATTLE? 
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TO EVACUATE 


WHAT DO THEY INTEND TO DO? 


Surveys show that workers who want to stay have no 
illusions about Seattle manufacturing retaining its high 


wartime level: 
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WHAT PROOF IS THERE THAT THEY WILL STAY? 


Perhaps the most dependable index is the number of new- 
comers who have purchased homes: 


LENGTH OF TIME OF RESIDENCE IN SEATTLE 


| year or less 


PERCENTAGE THAT BOUGHT HOMES 
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CAN SEATTLE SUPPORT 
THIS NEW POPULATION IN PEACE TIME? 


In a June 1945 report, the Committee for Economic Develop- 
ment estimated, following an industrial survey, that after final 
victory there would be employment opportunities for 251,000 
people in Seattle. Estimates of the available labor force average 
about 287,000—representing unemployment of 36,000. This 
is a percentage of employment better than in 1937. 


* * 


* 


At this point the aggressive marketer will lift his eyes from 
statistics and view those things which factual summaries cannot 
tell: About THE PEOPLE, THE AREA and FUTURE PROSPECTS: 


THE PEOPLE are venturesome. They were attracted to a new 
land. They are the “risk takers” of America, and Seattle history 
tells us that among these new-comers will be many, many busi- 


ness leaders of tomorrow. 


THE AREA is new. It is growing. The climate is ideal. Resources 
are almost without limit. It is a pleasant place to live and work. 


FUTURE PROSPECTS include a tremendous tourist trade; indus- 
trial developments based on high labor efficiency ; low-cost power ; 
aluminum; wood and wood by-products; trade with Alaska and 
the Orient; marine industries; food packing. 


These are a few of the elements from which each must draw 
his conclusions as to whether or not Seattle will hold its greatly 
expanded population; and whether or not he chooses to enter 
the Seattle market. No amount of surveying can prove the case 
either way. However, nearly every conservative, independent 
analyst says that Seattle will not only support these new people 
but that more and more will be needed. 


ATTENTION! Producers of Branded Articles You <i// 


want to enter the Seattle market because it will rank somewhere 
between 10th to 15th largest in America, Per capita income has 
always been high. Many alert producers recognize Seattle’s great 
growth, its solidity and future prospects. They are entering the 
Seattle market NOW. The Seattle Times is ready to help you 
make proper distribution and sales connections in Seattle. Just 


write, 


HEAD AND SHOULDERS 


ABOVE ALL OTHER SEATTLE PAPERS 


with THE 


q Searrre Times 


Seattlell, Washington — 


Represented by O’MARA & ORMSBEE, INC. 
NEW YORK « DETROIT * CHICAGO « SAN FRANCISCO « LOS ANGELES 
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Robertson Starts 
‘Fortune,’ Trade 
Press Ad Series 


Pittsburgh, Sept. 
to promote its Q-Floors and (a). 
bestos roofing and siding in alter. 
nate ads, H. H. Robertson Cm. 
pany has just launched a cam. 


ee een 


paign of four-color bleed pages in 
Fortune, with adaptations sched- 
uled for trade publications jn 
various fields. 

Artwork in the Fortune series 
will show the applications of stee| 
Q-Floors and Galbestos, bonded 
asbestos and sheet steel, with copy 
explaining the uses of these prod- 
ucts in building construction. 

Robertson also is starting a 
separate campaign in Architec- 
tural Forum, Architectural Rec- 
ord, Federal Architect and Pencil 
Points, employing three-color 
spreads, Examples of Q-Floor in- 
stallations will be featured, using 
photographs of building exteriors 
on the left-hand page, with inside 
shots on the facing page. Speed 
of installation and the ease of 
locating electrical outlets any- 
where will be the featured selling 
points. Architects and _ builders 
who have endorsed the product 
will draw prominent mention. 

Fuller & Smith & Ross, Cleve- 
land, handles the account. 


Clark Appointed 


William H. Clark, Boston news- 
paper man, recently editor of the 
historical branch of the Chemical 
Warfare Service, has been ap- 
pointed public relations  repre- 
sentative in Boston for the New 
York, New Haven & Hartforc 
Railroad. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub. 


lication 


165 Church Street, N.Y.C. 7, 
BArclay 7-5371 
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A SPECIAL drive in a large eastern city 
was bringing in the tonnage all right 
— but the sales manager wasn’t happy. 


‘There ought to be some way of cutting 
down the cost of getting this business,” 
he said. 


ry) 
The sales manager and a Hearst Advertis- 
ing Service man made an analysis of a 
salesman’s typical orders. 


The Hearst Advertising Service man 
brought an accurate routing of every in- 
dependent grocery outlet in the city. The 
sales manager matched orders against this 
list — sales vs. opportunity. 


Equipped with these figures the Hearst 
Advertising Service man prepared a map 


he Case of the CRISSCROSS CALLS 


on which every call was traced. The sales 


manager was delighted. 


‘This is just what I wanted. My salesmen 
are crisscrossing each other’s paths, mak- 
ing long jumps from one sure sale to an- 


CALL THE 
H-A-S MAN 


Just drop us a note say- 
ing, “I’m interested in 
your market informa- 
tion on (name your 


type of product).” 


other, no matter how many smaller orders 
they skip in the process. Now, let’s com- 
bine your figures and mine, to work out 
a better control and routing of these men.” 


That kind of cooperation with a sales 
manager makes sense. It also makes 
money. For the H-A-S man is more than a 
space solicitor — he is a “reporter with a 
nose for sales.” His training makes him 
useful to you because he is provided with 
the factual, localized, intimate material 
that contributes so much to your building 
of sound selling plans. 


The H-A-S man stands ready to work with 
you as he does with dozens of other sales 
and advertising executives. 


HEARST ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 
Representing: 


New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 


Baltimore News-Post-American 


Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner ~- Seattle Post-Intelligencer 
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Jersey Marketers 
Sponsor Seminars 


Industrial Marketers of New 
Jersey and the Northern New 
Jersey chapter of the American 
Marketing Association have joined 
with Newark College of Engineer- 
ing to present two evening con- 


ferences, each meeting weekly for | 


seven weeks. One, which starts 
Oct. 2, is “Finding and Using Dis- 
tribution Facts.” The other starts 


the next day, on “Promotion and_| 


Selling for Improved Distribu- 
tion.” 
Each session will be a _ two- 


hour lecture and discussion period, 
with leaders in various fields pre- 


senting the lectures. The fee for 
each course is $25, with the 
Newark College of Engineering 


handling enrollments. 


Carborundum Appoints 


Addison Vars Company, Buffalo, 
N. Y., has been appointed, effec- 
tive Jan. 1, 1946, to direct adver- 
tising for Carborundum Company, 
Niagara Falls, N. Y., manufac- 
turer of abrasive wheels, abra- 
sives, etc. 


‘Co-op Newspaper 
Calls on Co-ops 
to Advertise 


Kansas City, Mo., Sept. 18.— 
National institutional advertising 
by the nation’s cooperatives has 
been called for in a_ strongly 
worded editorial published here in 
the Cooperative Consumer, semi- 
monthly newspaper published by 
the Consumers Cooperative Asso- 
ciation. 

The editorial asserts that if large 
corporations, like cooperatives, re- 
turned their surplus funds to 
patrons, they would advertise the 
fact so that the “whole country 
would know about it in a couple 
of weeks.” Cooperatives still are 
| content in the belief that somehow 
or other the public will learn about 
them, the editorial points out. 

“Let’s have some _ full-page 
newspaper advertisements telling 
the public about consumer cooper- 


broad brushes across mighty bill-| 


boards. Urgently needed at this 


time is plenty of institutional ad-| _ 


vertising on a national scale with 
lots of strong backing. 
“Cooperators generally are shy, 
bashful, almost helpless 
public relations. They could do 
better. They could spend about 
one-fourth of what is spent an- 
nually to keep the nation informed 
about the merits of Coca-Cola.” 


Oakite Starts Drive 


Oakite Products, Inc., 
York, is planning its largest con- 
sumer advertising campaign this 


fall. Advertisements of 84 to 348 
lines will appear in 144 news- 
papers, magazines and _ business 
papers. Radio will also be used. 
|/Calkins & Holden, New York, 
handles the account. 
Morris Joins F&S&R 

Gilbert C. Morris, vice-presi- 


dent of Rickard & Co., New York, 
with which he has been associated 
for about 20 years, has joined Ful- 


atives,” it continues, “and maybe ||jer & Smith & Ross, New York, 
a small army of painters splashing|as an executive. 


Issues Health Book 

The Upjohn Company, Kalama- 
o, Mich., is distributing ‘Your 
Doctor Speaks” to more than 100,- 


/000 physicians in the country to 
enlighten the patient on the ad- 
in their | 


vances made by medical science 
and the doctor’s ability to cope 
with disease. The book, 144 x11 
inches in size, contains a series of 
10 health messages illustrated by 


American artists in full color, 
which have been appearing 
monthly in national magazines. 


| Williams Douglas McAdams, New 
‘ieee | York, is the agency. 


Runs Playing Card Ads 


U. S. Playing Card Company, 
Cincinnati, is breaking fall copy 
in Cosmopolitan and Life for 
Congress and Bicycle playing 
cards. Black and white, four and 
two color ads are scheduled for 
Collier’s, The Saturday Evening 
Post, The New Yorker, New York 
Times Magazine, Metropolitan 
Sunday Group and the Saturday 
rotogravure section of the Chi- 
cago Daily News. J. Walter 
Thompson Company, New York, 
is the agency. 


~ THIS COULD BE ANY 


@ Every home has two yards. There is always a backyard 


as well as the attractive frontyard. 


In fact the backyard is 


probably much more important for the family health and 
welfare than the frontyard. Garbage and trash are not 


pleasant to think about. 
ers and gardens. 


It’s much nicer to talk about flow- 


But no home could function as a home 


unless somebody thought about these things. 


@ Every newspaper is proud of its journalistic scoops, 


its public services, the 


monumental civic reforms it has 


effected. Memphis Press-Scimitar has more than its share 


of these. 


And yet the Press-Scimitar feels that one of its 


most worthwhile accomplishments recently which directly 
concerned the convenience and health of thousands of Mem- 
phis families was a drastic improvement in garbage and 
trash collections by the city. At the height of the summer 
heat, garbage was uncollected for three weeks at a time. 


FRONT YARD 


The Press-Scimitar’s editorials promptly corrected the sit- 


uation. 


@ The point of this is to emphasize why a great daily 
newspaper like the Press-Scimitar is a powerful social force 
as well as the source of news. There is no other agency the 
average citizen can appeal to for redress and help about 
so many matters of vital concern to him except his news- 


paper. 


Memphis Press-Scimitar is one of America’s finest 


newspapers because no paper anywhere has acted more 
consistently, more fearlessly, and more effectively for the 


public good. 


Memphis Press-Scimitar 


A Scripps-Howard Newspaper 


a ae 


Rival Dog Food 
Drive Resumed 


Chicago, Sept. 18.—Rival Pick. 
ing Company, maker of Rival dog 
food, has launched a campaig) jy 
newspapers in 70 metropolitap 
cities and in The Saturday Eve. 
ning Post and Woman’s Day to in. 
form dog owners of the company’; 
wartime packing of canned ration; 
for the armed forces, and to revea| 
it will resume processing Riva) 
dog food as soon as Cans acajy 
become available. 
| Captioned, “Where has Riva) 
dog food been since 1942?” th 
advertisements tell how the com. 
pany discontinued packing dog 
food when tin became vital to the 
war effort. Copy inclades an of- 
fer of a 40-page illustrated “pre- 
war dog book” titled, ““Dogs of the 
World.” 

The campaign will continue the 
rest of the year, unless tins be- 
come available earlier. Charles 
Silver & Co. handles the account 


AMA Conference 


‘to Honor Hancock 


John M. Hancock, partner of 
Lehman Bros., New York broker- 
| age firm, and co-author with Ber- 
|nard Baruch on the “Report on 
War, and Postwar Adjustment 
Policies,’ will be awarded the 
1945 Henry Laurence Gantt Me- 
morial gold medal. 

The award will be made at a 
.dinner at the Waldorf - Astoria, 
New York, Oct. 10, in conjunc- 
tion with a two-day conference 


on general management, unde: 
the sponsorship of the American 
Management Association. Mr 


Hancock received the medal fo: 
his “contribution to the formula- 
tion of national economic policy 
and his influence on management 
thought and action in demonstrat- 
ing that maximum effectiveness 
in business and industrial organ- 
ization can be achieved through 
wise development of the com- 
pany’s manpower.” 


Leaves American Net 
Ralph Gleason, trade news 
editor of American Broadcasting 
Company, has resigned to spend 
the next several months working 
on a book in collaboration with 
Edward Rice Jr. Titled “The Jazz 
Story,” and covering the best . 
jazz in pictures and text form 
the book will be published in the 
spring by Duell, Sloan & Pearce 


New York. 
Succeeding Mr. Gleason is Lola 
Woursell, former publicity direc- 


tor of WOV, New York. 


| REPRESENTING LEADING RADIO STATIN 
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PRESIDENT TRUMAN SAYS: 


LA 


“  .. Our lawmakers demonstrated 


admirable foresight by decreeing 


} that America, as the birthplace of 
- radio, should have a free, competi- 
tive system, unfettered by artificial 


b 4 
. $ | ‘ 
oker- a aN Y) barriers and regulated only as to 


the laws of nature and the limita- 


tion of facilities. ... 


at a 

toria “The American system has worked 
junc 

rence and must keep working. Regulation 
under ; 

ae by natural forces of competition, 
1 for . . . 

nula even with obvious concomitant 
0 licy ° ° 

me shortcomings, is to be preferred over 
stra 

-_ rigid Governmental regulation of a 
— medium that by its very nature 


must be maintained as free as the 
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AT LOCHRIDGE’s article, “I’ll Never Forget,” in the September 

Companion is a report that American women should not miss. For 
it gives a deft word-picture of the amazing contradictions of post-war 
Europe. : 

The problems rising in Europe are of absorbing interest to women. 
Witness the Companion Reader-Reporters’ Poll in the same issue, 
which surveys women’s views about feeding Europe’s starving millions. 
(84% would continue food rationing here in order to aid our former 
Allies. ) 

Today, the American woman is concerned more than ever with 
vital world issues. For, in her wartime duties, she has explored new 
fields of action, gained greater perspective, grown to new heights of 
influence. In brief... 


She’s more of a woman than ever! 


... and his propaganda is still at work. That’s the report of 
Companion War Correspondent Patricia Lochridge, who has 
traveled through nine European countries since V-E Day. 


Nevertheless, she retains all her long-standing interests in family and 
home. That’s why articles like “Rh,” the first major report on the newly 
discovered blood element so critical in childbirth . . . “Give Them a 
Chance,” which tells women the time has come to gather our 3,000,000 
war-working children back to school .. . and the Companion’s new 
“Take-it-easy Cooking” series are so important to her. 


More than ever before, 3,500,000 women depend on the Com- 
panion today — because it lives up to its name in their old interests 
and new. Their preference will be important to advertisers when peace 
comes. For then, estimated national retail expenditures will be nearly 
twice the largest of pre-war days... with 80% of the total spent by 
the woman. She’ll be more of a woman — and more of a market — 
than ever! 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS 
WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZIN 
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ipertising Age, september 24, 1945 


ihe Creative Wan Corner 


Advertising that pictures the insides of 
things — automobiles, vacuum cleaners, 
radios or what-not—usually fails to at- 
tract very many readers. And it may be 
that the Scott radio page in Time for Sept. 
17 will not be any different. Somehow, 
though, we think it will. 

The huge photograph shows only the 
chassis of a radio, but there are two words 

. Bin the caption-copy that make us want 
© 8 to own it: 

“These are ‘the works’ of a Scott radio 

. don’t they say better than words, 
‘Here is elegant engineering?’ Before long 
a limited number of people who are able 
to afford the very best in a radio and 
record-player are going to have a Scott. 
Wide choice of cabinets to fit your decor, 
or custom installation if you prefer. . .” 

Neither the decor nor the “prices that 
start around $500” bothers us. A manu- 
facturer who can call works works and 
who talks about elegant engineering is the 
manufacturer for us. wis 

We also think we'd like to have his 


copywriter. 
oe a * 
One of the things that have always an- 
""* B noyed this writer most in magazines and 
newspapers is their custom of deleting 
a trade names from news stories—except, 


for some obscure reason, in the matter of 
airplane accidents. We think we have 
never seen an account of an automobile 
wreck in which it was put down that a 
Mack truck had smashed up a Buick. On 
the other hand, we cannot recall a story 
about an airplane crash where the make 
and model of the plane were not given. 
Anyway, except for the magazines Time 
and The New Yorker, only the trade press 
has consistently named names. Among 
™ the latter are, of course, Vogue, Harper’s 
Bazaar, Mademoiselle and the lesser 


You Ought toKnow . 


If you set about compiling a list of 
elder statesmen in the advertising busi- 
ness whose years have brought them the 
fond affection of thousands of con- 
temporary admen, the name of Homer J. 
Buckley would not be far down the list. 

This devotee of di- 
rect mail is only 66, 
which is surprisingly 
Id to those who 
haven’t known him 
long because he looks 
and acts a good 15 
years younger; and at 
the same time surpris- 
ingly young to _ his 
older friends, who seem 
to think that Homer 
must somehow be ap- 
proaching 90, because 
he has been a prominent worker in the 
advertising vineyard since their mem- 
ries runneth not to the contrary. 

The secret of Homer’s longevity in the 
advertising business and his comparative 
youthfulness is, as you have guessed, a 
‘simple one. He got started early, and 
he’s been at it ever since. He’s still at 
it, as head of Homer J. Buckley & Asso- 
tiates, although he’s taking things easy— 
for him—since he and his partner, M. H. 
Dement, sold out Buckley, Dement & Co. 
to their employes last year, after almost 
four decades of remarkably successful 
peration. Mr. Dement is “resting,” but 
Homer is too young and too vigorous to 
really retire, and so he took three or four 
creative men with him when he sold out, 
and is now operating a consultation serv- 
ice in the field he loves so well. 

Jirect-by-mail and Homer Buckley are 
bractically synonymous; in fact, he be- 
leves he invented the term, but it was 
Inly through the usual accidents of fate 
that he spent 40 years exclusively pro- 
noting the printed and written word in- 
‘stead of being a merchant prince. 

Homer Buckley was born on a farm 
in Illinois and moved to Chicago when 
he was six or seven. Even before the 
|} Beat Columbian Exposition of 1893 he 
1 @¥orked at the impressive Marshall Field 

‘ri,porium as a messenger boy, and when, 
s ( afer he had negotiated the first year of 
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Homer J. Buckley 


) 
| 


beauty and fashion trade papers. But gen- 
erally, the slick paper books and the 
newspapers leave brand names strictly 
alone. 

Even last week a revolutionary three- 
wheeled automobile was pictured in half 
a dozen newspapers we saw with credit 
only to an unnamed “California manu- 
facturer.” 

We think this is worse than silly. We 
think it represents an old-fashioned mis- 
conception of news and publicity and ad- 
vertising as being one and the same thing. 
And this they are not. 

News is news: the facts. Publicity may 
very well represent what a writer or an 
editor wants to say—or is willing to say 
—about a proposition or a product for 
any or all of a great many reasons. Ad- 
vertising is what the proponents or the 
manufacturer want to say to sell a propo- 
sition or a product. 

These are differences that everyone in 
publishing should know. And we take off 
our hat this week to the editors of Mc- 
Call’s—who do. 

For in their September issue, in a nine- 
page special section, there are presented 
photographs and the important features of 
77 of the first postwar refrigerators, home 
freezers, gas and electric ranges, washing 
machines, clothes-driers and irons, each 
under its own trade name! 

¥* + 7” 

Add Things We Will Never Under- 
stand: 

Why Chrysler should switch from dis- 
tinctive and highly read advertisements 
explaining and dramatizing “floating 
power” to what is hardly anything more 
than another of the auto makers’ promises 
of everything borne out by nothing at all. 

Maybe the air was just too rare. 


e e Homer J. Buckley 


high school, the “Cleveland depression” 
knocked his contractor father’s financial 
standing from under him, he became a 
permanent employe of Field’s, giving 
his talent originally to the shipping de- 
partment. Although most shipping clerks 
didn’t find it necessary to be educated in 
the ’90s, Homer did, and he went through 
eight solid years of night school, includ- 
ing the complete law course at Kent Col- 
lege of Law. 

The big break in young Homer’s life 
was accidental, he insists, but neverthe- 
less indicative of the fact that he would 
have been a success at whatever he did. 
The Field shipping department, like all 
shipping departments, usually was the 
last department to close, and it was not 
at all unusual for the staff to be laboring 
for an hour or two after the store doors 
had been locked. At such times the tele- 
phone would jangle repeatedly, but the 
shipping room boys learned not to answer 
it because it usually meant a long and 
usually fruitless discussion with an 
anxious customer. 

Homer had learned to take his tele- 
phone calls or leave them alone, like the 
rest of the department, but one day, at 
about 6:45, prescience or conscience or 
something made him pick up the receiver 
when the phone rang. ‘“Who’s speak- 
ing?” queried a masculine voice, and 
when Homer had answered: “This is Mr. 
Selfridge, the general manager. A very 
dear friend of mine is badly upset be- 
cause a class picture which we framed 
for him was to be delivered in time for a 
dinner party tonight, and it has not yet 
arrived. Can you do anything about it?” 

By exercising considerable ingenuity 
and convincing a south side teaming con- 
tractor who had the picture for morning 
delivery that the world would stop unless 
it were delivered immediately, Homer 
met the crisis. Two days later Mr. Sel- 
fridge, who later became the world-fa- 
mous owner of Selfridge’s, London, sent 
for the youth, still in his teens, and after 
a discussion of delivery and sales prob- 
lems, set him up in a new “follow-up” 
department, between the great man’s of- 
fice and the advertising department. 

This department was one of the first, 


bal 


if not the first, in a retail store devoted 
to the systematic mail follow-up of for- 
mer customers who had ceased to buy. 
Mr. Buckley had discovered that some 
98% of sales were delivered, and that, 
from delivery records as well as ledger 
sheets, it was quite easy to discover the 
names and addresses of those who had 
ceased to be customers. He discovered, 
too, that 75% of those who stop buying 
from a store never complain. The others 
do, but even when satisfactory adjust- 
ments are made, a sizable percentage re- 
mains unsatisfied because the letters have 
been ungracious. 

“If you’re going to make an adjust- 
ment,” Mr. Buckley says, “do it gra- 
ciously and quickly in the first paragraph. 
Don’t take all the flavor away by start- 
ing out with eight paragraphs telling 
exactly why the customer is wrong, and 
then grudgingly give him an adjust- 
ment.” 

Well, querying customers about why 
they stopped buying proved its value, and 
gradually Homer moved into the adver- 
tising department, and took on additional 
duties, such as promoting weak depart- 
ments by mail, offering furniture and 
household equipment to a list of people 
who were about to move, designing tea 
and grill room menus, handling the ad- 
vertising of the manufacturing division, 
etc. 

Then Mr. Selfridge left, first to run a 
store on the present site of Carson Pirie 
Scott & Co., and then for England, and 
the young Buckley moved into the mer- 
chandising department. When Selfridge 
finally decided that his future lay in Eng- 
land, he asked three Field men, one of 
whom was Buckley, to come with him, 
and offered him.the fabulous salary for 
those days of $10,000 a year. Homer was 
sorely tempted, but his mother finally 
convinced him that it would not be a 
wise move. 

Mr. Selfridge’s departure left the 
young Buckley less satisfied than he had 
been with the prospect of a lifetime ca- 
reer at Field’s, and: on Sept. 1, 1905, he 
and M. H. Dement, at that time with 
Fuller Advertising Agency, launched out 
on their career of direct-by-mail creative 
and productive work, ending ultimately 
with one of the largest creative direct 
mail organizations,in the country. 

Mr. Buckley was a charter member of 
the first Chicago adclub while still at 
Field’s, along with such men as the late 
Bill McJunkin, then Mandel Bros. ad- 
vertising manager and later head of his 


own agency; Barney Mullaney, then 
Carson’s ad manager and later vice- 
president of Peoples Gas Light & Coke 
Company; and Jim Egan, publisher of 
Advertising Sense, and father of the J. W. 
Egan Jr. who is now advertising 
manager of the New York Times. 

When it was decided to hold a meet- 
ing with other adclubs then in exist- 
ence, one of the sessions was to be de- 
voted to “circularizing,” as direct mail 
was then known. Buckley didn’t think 
the term was dignified enough, so sug- 
gested a speaker on the use of direct- 
by-mail advertising, and got Hugh 
Chalmers, then sales promotion manager 
of National Cash Register, and later an 
auto mogul, to deliver the first talk ever 
to discuss “direct by mail advertising.” 
One of those who heard the talk and 
was impressed with the new term was 
Jack Aspley, now president of Dartnell 
Corporation, who was then a copywriter 
for a printing company which did a lot 
of “circular” work. He promptly induced 
his employer to make use of the term, 
and a new advertising descriptive was 
coined. 

Having given the business its name, 
Homer Buckley has continued to play 
godfather to it ever since. He organized 
and was president of the Direct Mail 
Association in 1914, when it emerged as 
a segment of the Associated Advertising 
Clubs of the World in Toronto, and 
served the association as its president 
again when it celebrated its tenth anni- 
versary. 

In 1924 and again in 1929 Homer 
Buckley headed Chicago delegations to 
the international adclub conferences in 
London and Berlin. He’s been a director 
and chairman of the publicity committee 
of Illinois Manufacturers’ Association for 
15 years; a director of the Tuberculosis 
Institute of Chicago for 20 years and 
its current president; a director of the 
Chicago Civic Federation; five times 
president of the Chicago Advertising 
Club; and organizer of the Chicago 
Round Table of Christians and Jews, and 
active in other things too numerous to 
catalog. 

Homer Buckley is definitely a “joiner,” 
but in the very best sense. He joins 
things and works for causes because he 
believes in them, because he has un- 
bounded energy and unbounded faith and 
because he sees a job that needs doing. 
He probably knows and is loved by more 
admen—at least in Chicago—than any 
other man. 
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HANDLING FOLLOW-UPS ON 
GUMMED STICKERS 

Where an advertiser follows up in- 
quiries five times or less within a year, 
a simple and very inexpensive method 
of addressing is to use gummed stickers. 
As many as four legible carbon copies 
may be made at one time. 

You can purchase at most stationery 
stores or paper supply houses gummed 
stickers in sheets of 33 stickers to a 
sheet. A package of 25 sheets, consist- 
ing of 825 stickers, costs about 40c. This 
is less than 50c per thousand stickers. 

When your inquiries come in, the 
names and addresses of your prospects, 
plus any other information such as key 
numbers, are typed on the stickers mak- 
ing the number of carbon copies needed 
for future follow-ups. 

Each set of carbons is filed away in 
folders or large envelopes for future use. 
You can mark the folder or envelope 
with the date those stickers come up for 
mailing. 

Most people use rubber sponges to 
affix stickers but this is not very satis- 
factory because rubber sponges _ get 
gummy from the adhesive on the stick- 
ers. A better plan is to make a pad from 
felt or cloth with a wick-like feeder to 
absorb water. In a future article, plans 
and instructions will be given to build a 
very practical moistener for large vol- 
ume usage. This home-made moistener 
is so designed that an experienced op- 
erator can affix 20,000 stickers in an 
eight hour day. 

In the meantime, the names on dead 
mail or those ordering should be crossed 


off the remaining sets of stickers. 
will keep the list clean and active. 

To simplify the locating of names, if 
your list is not filed geographically or 
alphabetically, a symbol can be used to 
identify each sheet of stickers. For ex- 
ample, the 33 stickers on Sheet No. 1 
could carry the symbol “1,” the 33 stick- 
ers on Sheet No. 2, the symbol “2,” etc. 
You can immediately identify the sheet 
on which any name can be found. This 
symbol should be typed at the end of 
one of the lines where it doesn’t inter- 
fere with the address. 

Now let’s look at the cost of handling 
mailings on gummed stickers. An ex- 
pert typist can average 1,000 names a 
day, making an orignial and four carbon 
copies—a total of 5,000 addressed stick- 
ers. If you pay the girl $5 a day that 
is $1 per thousand addressed stickers, 
counting the carbons. The stickers cost 
about 50c per thousand. To affix the 


This 


stickers to envelopes, allow about 75c 
per thousand if your office handles the 
work. In all, you can mail five follow- 


ups for an average of about $2.25 per 
thousand names. 

If you were to type the envelopes in- 
dividually they would cost from $5 to $9 
per thousand, depending on whether you 


do the work in your own office or send 
it to a letter shop 
To put the names on stencils would 


cost from $30 to $50 per thousand, not 
to mention the cost of running the list 


or the investment in addressing equip- 
ment. As a rule, it does not pay to put 
names on stencils if the list is used less 


than six times a year. 
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Builds Future 


Sales Via Worker 
Safety Campaign 


Hy-Test Shoe Unit 
Aims Ad Series at 
Top Management 


St. Louis, Sept. 19.— Hy - Test 
Shoe Company, which can’t keep 
up with the current demand for its 
safety shoes, is heading into the 
days of stiffer postwar competi- 
tion with what it considers a 
highly-successful campaign to sell 
industry on worker safety. 

Based on a broader conception 
of worker safety than the mere 
sale of another pair of Hy-Test 
safety shoes, the advertising cam- 
paign of this International Shoe 
Company division approaches the 
safety problem at its source—top 
management. 

By so doing, the drive is ac- 
complishing three definite tasks: 
(1) Selling top management on 
‘the vital importance of worker 
safety and its relation to postwar 
volume and profits; (2) bringing 
the plant safety director forcefully 
to the attention of company of- 
ficials as a “specialist” and all- 
important cog in a well-rounded 
postwar safety campaign; and (3) 
strengthening the position of Hy- 
Test shoes in the postwar market. 


Based on Survey 


The belief that top management 
holds the key to more compre- 
hensive effective safety programs 


| was confirmed by an exhaustive 


|survey conducted by International | 


|Shoe before a line of advertising 
copy was written. It included 
safety directors in huge industrial 
plants, those in smaller factories 
and those to whom safety direc- 
tion was but a part of their duties. 

Among the many questions 
asked these men was: “What is 
the greatest service Hy-Test can 
render you?” The overwhelming 
answer was: “Help us get top 
management interested in our 
safety programs.” 

The safety directors said that 
workers and foremen generally 
welcomed their ideas and cooper- 
ated willingly, and that if top 
management would show the same 
high interest, better worker mo- 
rale and increased production and 
profit could be attained with fewer 
accidents and work stoppages to 
hinder company progress. 


Campaign Drawn Up 


Armed with these and other 
facts, Norman C. Whitsett, man- 
ager of the Hy-Test division, and 
A. L. Johnson, adyertising man- 
ager, worked out plans for the 
current campaign with William 
H. Mullgardt, Westheimer & Co. 
account executive. 

Full pages in nine management 
magazines—Factory, Fortune, 
Foundry, Industrial Relations, 
Iron Age, Mill & Factory, Modern 
Industry, Purchasing and Steel— 
are carrying the Hy-Test plea for 
greater understanding of the 
safety program and more complete 
cooperation between company 
executives and safety directors. 
Full-page, two-color ads in three 
safety magazines—National Safety 
News, Occupational Hazards and 
Safety Engineering—are keeping 
safety directors informed of what 
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Hy-Test is doing to further the 
cause of industrial safety. Re- 
prints of these ads are also mailed 
direct to safety directors. 


Little Product Copy 


Only reference to Hy-Test shoes 
in the management copy is in the 
illustrations, the signature cut and 
the free offer of a 64-page illus- 
trated book, “Let’s Use Our Heads 
to Save Our Feet.” The ad series 
in the safety publications repro- 
duces the full-page copy addressed 
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to management and shows covers 
of the publications being used. 
Reference to the product is con- 
fined to a brief line or two about 
present scarcities, to the signature 
cut and the same book offer. 
The book, a safety engineer’s 
digest, contains a general discus- 
sion of safety problems; quotes 
statistics on accidents; suggests 
working methods for securing em- 
ploye cooperation; offers ways of 
obtaining management support of 
safety programs; briefly outlines 


> 9 
: 3 


the history of safety shoes and 
cusses the common objectior 


safety shoes and how to over: | 
them, and reviews the plant | 


store, including fitting, stock 
lection, etc. 


Many Ask Copies 
Although the free book 


did not appear until late in May 
Mr. Whitsett reports that severg| 
alre; 


thousand requests have 
been received and that the 
sponse to the campaign from 
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M... Allen’s linoleum is wearing out — and why on earth should she 


look so pleased about that? 


Because that’s just one more good economical excuse for going ahead with the new 
kitchen-and-breakfast-bar plan that the Allens have been poring over 
in Better Homes & Gardens. 


The country is full of Allens who have been storing up plans all during 


the war — and just as soon as the new things can be made for civilians they're going 


to begin to have their new carpets, their refrigerators, washing machines 


and sectional sofas, their extra bathrooms and dining terraces and picture-windows. 


Better Homes & Gardens is written entirely for the folks whose big love is their how 


— and whose money goes into their homes. It’s not a women’s magazine, not a 
o a) 


men’s magazine; it’s for husbands and wives together. That's why there's 


no place like BH&G to sell everything that goes into homes. 
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management and safety directors 

s been most gratifying. 

Further evidence of the appeal 
of Hy-Test’s campaign is evi- 
deneed by the widespread interest 

wn by many insurance com- 

ies vitally interested in safety. 


Joins Ivan Hill 


Mary Sheridan, formerly with 
MacFarland, Aveyard & Co., Chi- 
cigo, as assistant space buyer, has 
joined Ivan Hill — Advertising, 
Chicago, as media director. 
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Bert Joins F&S&R 


Kenneth Bert, formerly adver- 
tising manager of the floor di- 
vision of the Armstrong Cork 
Company, Lancaster, Pa., has 
joined Fuller & Smith & Ross, 
New York. 


Cooper Joins Cairns 


Walter Cooper, with the Merch- 
ant Marine for the past three and 
a half years, has joined John A. 
Cairns & Co., New York, as pro- 
duction manager. 


General Tire Regroups 
Sales Department 


Reorganization of the sales de- 
partment of General Tire & Rub- 
ber Company, Akron, with a view 
toward expansion of distribution, 
has been announced by L. A. Mc- 
Queen, vice-president. | 

Six departments, all operating | 
under Mr. McQueen, have been | 
set up. K. A. Dalsky will manage | 
truck tire sales; J. E. Powers, 
automobile tire sales; J. C. Ink, | 
heads a new sales operations de- | 
partment, and E. C. Leach is man- | 


ager of Kraft recapping and tire 
accessory sales. R. H. Harring- | 
ton heads the advertising and | 
sales promotion department and 
S. S. Berry is manager of the 
battery and special items depart- 
ment. 


Kay Reopens Agency | 

Sidney L. Kay, who for many | 
years operated S. L. Kay, Inc., 
has recently reopened his own | 
agency, S. L. Kay Advertising, | 
with offices at 255 Monadnock | 
building, San Francisco. 
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“ 
D, nurse, she say getta 


da otha won. An’ datsa da 


won I wan!” 


When the nurse recom- 
mends a product, her sug- 
gestion really carries 


weight! 


And when you remember 
there are thousands of 
nurses—each of whom sees 
several patients daily — 
these recommendationscan 
add up to a tremendous 


word-of-mouth advertising 


campa ign. 


To gain such recommenda- 
tions for their product, 
many advertisers take space 
in R.N. to inform the nurse 
of the merits of their brand. 
Because it is edited with 
imagination and verve, 
more nvrses read RN. than 
all other 


Majo) HNHUVSIN’ 


journals combined. 


O 
A JOURNAL FOR NURSES 


RUTHERFORD, NEW JERSEY 
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— 
‘True Story’ Linage 
33,000 in September 


September advertising linage in 
True Story, reported too late for 
inclusion in the magazine linage 
tabulation in AA’s Sept. 17 issue, 
totalled 33,000 lines or 76.7 pages, 
compared with 31,083 lines or 73.3 
pages in September of 1944. 

In the story on Page 1 of the 
Sept. 17 issue, reports of Macfad- 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area. 


den’s plans for increasing circula- 
tion said that Macfadden has eight 
magazines and the new average 
circulation would be nearly 1,000,- 
000 magazines a month. Total 
circulation of the eight Macfadden 
magazines, at the new levels, is 
expected to hit 7,800,000 copies 
monthly. 


Aldens Promotes 


Clarence R. Lundquist, assistant 
catalog production manager of 
Aldens Chicago Mail Order Com- 
pany, has been appointed produc- 
tion manager. 


Names Atlas Agency 


Atlas Advertising Agency, Chi- 
cago, has been appointed to handle 
the account of United Slip Cover 
Company, Chicago, using national 
magazines and newspapers. 


To May & Woodhouse 


Commerce, published by the 
Chicago Association of Commerce, 
has appointed May & Woodhouse, 
Chicago, as national advertising 
representative. 


Fresnol to Brisacher 


Fresnol Mfg. Company, manu- 
facturer of Fresnol Antjar, ant 
poison, has placed its advertising 
with Brisacher, Van Norden & 
Staff, Los Angeles. General maga- 
zine and newspaper advertising 
will be used. 


Edits ‘A.S.M. Handbook’ 


Dr. Taylor Lyman, former 
metallurgist for the Bendix Prod- 
ucts division of Bendix Aviation 
Corporation, South Bend, Ind., has 
been named editor of the A.S.M. 
Metals Handbook, published by 
the American Society for Metals, 
Cleveland. 


Licenses Hallicratters 


Wire Recorder Development 
Corporation, Chicago, which is 
handling the wire recorder licens- 
ing program for the Armour Re- 
search Foundation, has completed 
licensing agreements with Halli- 
crafters Company, Chicago, manu- 
facturer of high frequency radio 
and radio-telephone equipment 
for aircraft or ships. 


Dealers Told How 
to Set Up Stores 
in New G-E Book 


Bridgeport, Conn., Sept. 19.—In 
a new book entitled “Your G-E 
Appliance Store,’ General Electric 
Company is advising its dealers to 
identify their stores as electric 
appliance stores “to meet compe- 
tition in good times or bad.” 

On the basis of findings in a 
survey made by the company, 
G-E offers suggestions for the uni- 
fied design of five standard appli- 
ance stores. Some of the points 
made concerning store fronts are: 
(1) Strive for clean lines that are 
direct, atteni.on getting, inviting; 
(2) display th: name of your store 
on a panel mounted flat against 
the store front over the windows 
and doors; (3) tell the public that 
you sell appliances by including 
the word “appliances” on your 
sign; (4) keep bulkheads low; (5) 
keep glass area free. Decalco- 
manias outlining in greater detail 


Except that Pittsburgh's luck wasn’t born of a legend or fairy tale. 


Me oy Mom Many S 1fownd /toond 


It was born cene. 


turies ago in the natural resources of these rich, rugged mountains... and grew 


up in the billowing smoke and fiery flames of its furnaces and mills. 


Yes, Pittsburgh is lucky .. 
wor. 


steel, 


. lucky that production for peace . . as for 


. must start with the basic products of its mines and mills . . . coal, iron, 


glass, aluminum, etc. 


So you see Lucky Pittsburgh is always a great market for all products... 


especially when advertised in Lucky Pittsburgh's Post-Gazette! 


THE NEWSPAPERS ARE THE GREATEST 
ADVERTISING MEDIUM 


Because 


no other medium is so intensely local in character 
covers such a wide range of the people’s local interests. 


IN AMERICA 


New York . Chicago 


e Philadelphia e Boston ° 


Pittsburgh 
POST-GAZETTE 
One of Americas Great Newspapers 


Detroit . San Francisco bd 


los Angeles bd 


REPRESENTED NATIONALLY BY 
PAUL BLOCK AND ASSOCIATES 


Seattle 


DE S ’ Age, EVPLETILOE a I 
the appliances the store car je; 
should be mounted on the doo) o; 
window just below eye level. 


Urges ‘Window’ Sales 


To present appliances prope |y 
the book suggests: (1) Arrange 
appliances within the store so ‘at 
pedestrians can see aS many a: 
possible through the windows; 2) 
allow plenty of room for the cys. 
tomer to move around on the s:\les 
floor; (3) provide an adequate 
service department plus a work ing 
demonstration kitchen and la ip- 
dry; (4) group appliances so that 
shoppers for one item are expose 
to many related items; (5) make 
sure that the background for the 
appliances is as modern as the ap. 
pliances themselves. 

In addition to the book’s chap. 
ters on store fronts and arrange. 
ments, other chapters tell where 
to locate an appliance store; hoy 
much space to allow for appliance 
display stock; what sort of demon. 
stration rooms should be built: 
how to use light to boost sales 
how to identify the retailer’ 
trucks, etc. 


Hime Joins Bielefeld 


Horace Hime, authority on colo: 
photography, has become a mem- 
ber of the firm of Bielefeld, Haag 
& Associates, advertising photog- 
rapher, Chicago. 


. ‘ 7 ’ 
Join ‘Chain Store Age 

Walter A. Ennis, formerly wit! 
Wm. S. Scull Company, food 
manufacturer, Camden, N. J., an 
John Hartan, formerly with 
Whitehall Pharmacal Company, 
New York, have joined Chain 
Store Age, New York, as adver- 
tising representatives. 


Ellis Joins Raytheon 

Ray C. Ellis, formerly directo: 
of the WPB radio and radar di- 
vision, has joined Raytheon Mfg 
Company, New York, as vice- 
president. Before entering gov- 
ernment service in 1941, Mr. Ellis 
was general manager of the Delc 
radio division of General Motor: 
Corporation. 


Schweitzer Joins WELI 


Edwin Schweitzer, for the past 
six years on the staff of Station 
WHTD, Hartford, Conn., has been 
appointed sales manager of WELI 
New Haven. 


Oil Paper Goes Monthly 


Petroleo Interamericano, Tulsa 
which has just completed its sec- 
ond year of publishing on a bi- 
monthly basis, will be published 
each month effective Jan. 1. 


Mos Angeles 


FOR WESTERN 
DISTRIBUTION 


Just fly us the copy, layouts, mats 
or plates. Save time and money 
by having newspaper circulars, 
advertising material, publica- 
tions, western editions produced 
in the West on modern, fast ro- 
tary presses . . . black, color or 
process colors on newsprint. 
Write for samples and prices. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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pe ly, 
ra 'ige 
) that i 
7 APPOINTMENT? @&& 
BS (2) e - = a 
> CUS- F ee 
Sales 2 
quate se : 
rking 
laun- 
) that ‘ P ae : . 
Posed There's always a distinct advantage in having the 
make 
r the ; 
ia president of the company prepared to see you, with 
chap- 
wher time to hear what you have to say. 
; how 
liance ‘ , P : . 
2mon- It's the same with your customers. You're wise if you 

uilt; 
Sales 
al approach them in the medium to which they give receptive 

attention — MADEMOISELLE. How do we know our readers 

mem. 
Rr ans are receptive? Just listen to this: one advertiser’ 
J offered a free booklet. He offered it in four other 
r witl ‘ 

food : . . 

c. leading magazines too, coding each one. Requests 

it 

ipany, 
Chain 
sdver from MADEMOISELLE readers poured in at 
se the rate of two-and-a-half times those of all 
rector 
ar di- 
1 Mfg 


the other magazines put together. 


Why? Because MLLE readers have 


confidence in the good things they 


see between our covers. 
When you're in a buyer’s market 


again, and when space is available 


again, make an appointment with the 
young reader-audience that 
always has paid attention, and will 
continue to pay attention to the 
worthwhile merchandise advertised 


in MADEMOISELLE. 


“name on request 


Editorial office: 122 East 42 Street, New York 17, N. Y. 

Advertising offices: New York: 122 East 42 Street, New York 17 * Chicago: 230 North 

Michigan Avenue, Chicago 1 + Boston: 403 Statler Office Bldg., Boston 16 * Los Angeles: 
Garfield Building, Los Angeles 14 « Atlanta: 101 Marietta, Atlanta 3 
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Goetz Heads Sales Crone Joins Kuester Elgin to Break Warner Joins WOL CampaignPlanned 
ret F. Goetz en aig ap-| Douglass G. Crone, since 1941 Col. Albert L. Warner, former P g ps 
pointed vice-president in charge | chief of the priorities department, ; head h ay 3 $ ose “i z 
y — Ve Motor Age Transit | York Safe & Lock Company, York, New Campaign ia of the Sucsen at Ped as Telalarms Cuis Placer 
ines, Buffalo. |Pa., has joined J. G. Kuester &/|¢ MY Relations, and previously Wash- Y 
—_——— been oryyeens a agency, as ac- In 13 Magazines ington news head for CBS, has Price to $4.95 | 
;}count executive, i rly- 
Johnston Promoted Elgin, UL, Sept. 19.—Elgin Na-| formed news bureau of "WOL,| Ashland, Mass., Sept. 19.—V ar | ulp 
ais hes yohunton bes, Meni i tional Watch Company will launch| Washington station owned by |'en Telechron gorse in an. | 
romo to assistant to R. W. : “the most concentrated magazine|Cowles Broadcasting Company. | Mouncing a price reduction for the : 
Lindsay, vice-president and gen, Concam Acquires Gould campaign in watchmaking  hit- Map ie See eee Seren ee 
tale ontinental Can Company, New | tory” when its schedule of full- inti “Telalarm,” will promote theme” 
Lambert, Inc., Buffalo. York, has acquired the stock of roa li eit aiiinn  tbeekitiens none Group Renamed model to consumers with six ‘ul. sevage 
Gould ape: Company, ly 00s) breaks next month in 13 national ssciution of printers, publishers |Dae® .80%_ in Collier's, Life anim irseisen 
aconnd wood. aiualiinn x a Ww magazines, according to Gordon|and allied trades, has changed its The Saturday Evening Post du. emer es 
Shaver will continue as_ vice- Howard, advertising manager. name to Printing Industries of ing the remainder of 1945. Firs U seek = 
|president and general manager of| The series of five ads will ap-|Philadelphia, Inc. Raymond Blat- | "sertion Is planned for Oct * Bc 
Gould. pear on a staggered schedule dur-|tenberger, vice-president, Edward | the last Dec. 8. or ae 
ing October, November and De-| Stern & Co., and past president of| Before the war Telalarms so\jf§°” imittee 
cember in American Magazine, haan ne of Philadelphia, has| at a retail price of $5.50 and wey m*’ ndly, 
Philip Carey Promotes The American Weekly, Collier’s, 6 eagetgg- Gogg Mio 2 igor ye Biter num put back on the market early igg¥°’ Yor! 
Eric W. Hammarstrom, assist-|2squire, Ladies’ Home Journal,| of printing Industry of Américe. SE St TS eee. Reectingy lige 
ant to the vice-president in charge | Life, Look, Mademoiselle, News- éiemipapiipind ‘ |Sept. 14, Warren Telechron te. a me = 
of sales of Philip Carey Mfg. Com-| week, Seventeen, The Saturday Vv ‘ St. Reqi duced the price to $4.95, and tha rhe cal 
pany, Lockland, O., has been ap-|Evening Post, Time and True ayo Joins St. Regis week “produced more electrimoVe” DY 
|pointed sales manager of Philip | Story. R. L. Vayo, formerly chief of | clocks than were produced in th: mittee of 
Carey Company Ltd., Montreal.| (Copy for the series is based on|the foreign section of the WPB|best week in the history of thegfsuns in 
inde te — A a ba agent the theme, “Hold fast to your de- pulp and paper division, has been|company. Even this rate will beg >" a is r 
dealer sales. Walter oie sire—There will be more Elgins.” nye | Tat aera a Pee eee SE Se Werks.” babe = 
ager of the roofing department,| J. Walter Thompson Company,|St, Regis Paper Corinne Phen The company reports its present sosincgee 3 
| becomes head of dealer sales. Chicago, is the agency. York. ; employment “is substantially§WO'* Pr 
ahead of prewar maximums ang committee 
* by the first quarter of next yeagg states east 
we will employ twice as manygj™ ® few s 
” people as we did in 1941.  Thisgg Comservati 
will be an increase of 50% overgg imue to co 
our wartime peak.” Girl Scout 
N. W. Ayer & Son, Inc., is them @uons, e€ 
M ke Telechron agency. oS a 
not patrio 
ar | * 
Registers deSIGNS; Mi 
° Becker Heads Sales Bigdio 
| Lackner Company, Cincinnati fers, radio 
0 \ : | sign manufacturer, has registeredfonq local 
the trade name of Lackner de-M oi. spe 
SIGNS in connection with point-§“** = 
of-purchase signs. The company’! °4™Mpa 
, has also acquired national signgg The wa 
Wherever plastics are known and used, sales rights on Flamefilm, a_new™said, are | 
plastic with fluorescent qualities ™men and t 
e “ a energized through the use off—may be al 
the trade-mark “Bakelite” is a mark of “black light” illumination, oe 
‘ Ray Becker, formerly sign sales The nee 
quality, performance and progress. manager of Federal Electric Com-f.4 py) 
Uni € Un; pany, a has recently beenf®” ft geal 
akelite Corporation, a Unit of Union appointed sales manager of theg™’ ‘ 
Bakelite Corp Lackner dealer deSIGN division, aste par 
‘ ° ‘ below th 
Carbide and Carbon Corporation, 1s a : ' a 
International Sales ions. and 
pioneer in the field of plastics. Leo H. Increase 11°, Over ‘44 fiw its 
: International Minerals Chem. /,000,000 
Baekeland, who discovered the first syn- ical Corporation, Chicage Tell 
; } : ; 36th annual report to stockhold- 
thetic thermosetting plastics, founded this ers, reported net sales of $30,301-{§ The Wa 
=<  H the fiscal year ended JunefMof the Pu 
. . ° , . This was an increase of $2.-fidustries, o 
leader in the plastics industry. Today, 916,424, or 11%, over the lM: manag 
; ; : months ended June 30, 1944. meeting re 
Bakelite Corporation is noted not only Net profit after all chargefg G8. 
TRADE-MARK mone pire a $2,038,169, as com- rine cg 
: Sa oes : pared to $2,016.037 for the pre-—’* a 
for thermosetting plastics — phenolics and Vides erteadiind ported. ine ade te 
‘ mall dail 
ureas — but also for thermoplastics — _amemnanene ind oued 
‘ launch on 
vinyls, polystyrenes, and polyethylene. . inch, three 
et Consistency Pays Off@» 120 a 
Bakelite’s life has been marked by a omities i 
- - to the tune of 187 %#:::cs. 
steady growth based upon many out- The smé 
; A pattern feature, added tqpesn will 
standing accomplishments in the develop- these newspapers as an editoria Pago 
; : ; filler’ shortly became a_ dail Aon = 
ment of plastics materials and processing "must" and therein lies an inter Se cteddaadt 
esting story of results that com@ithe urbar 
techniques. from consistent plugging. which will 
, ° es San Ar 
Bakelite Corporation has made known Requests for patterns in 1944Mvill help 
p : showed a 187°, increase over tha@ployment 
its achievements via the pages of MODERN results for 1942 . . . when the {ee eres 
ture was a hit-or-miss matter. ejects 
Pxastics through more than 20 years of . e opporti 
a Still running daily the inquiieg’* Pa 
uninterrupted advertising. for this feature bid fair to show # jaca 
more spectacular increase ‘hiMf yr. pyoc 
year. ovkers a 
ar’ _ ul pwood 
Surely an editorial feature vitMrock wou 
u D E RN such amazing pulling power i#f).00 ad 
@® sound evidence for adverti:erfansportat 
that consistency PAYS OFF! other 
LASTICS MAGAZINE “3!i2Q0i3i" 
OF CIRCULATIONS d ] 
; 2cas 
JOURNAL and SENTIN: .7°S, 
: . 1offman | 
... the only ABC plastics paper . . . the rm PUBLISHED BY MODERN PLASTICS, INC. Winston-Salem, N. C. a & 
field's established institution . . . one 122 EAST 42nd STREET, NEW YORK 17, N. Y. National Representatives: No ae 
KELLY-SMITH COMPANY blic rele 


of America’s great industrial publicotions 


Chicago + Washington « Cleveland + Los Angeles 
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ending of WPB’s conservation and 


Campaign, which it has conducted 


‘Placed with Mills: 
"Pulp Still Short 


New York, Sept. 20.—With the 


saivage division Sept. 30, the 
American Newspaper Publishers 
Association is discontinuing the 
United States Victory Waste Paper 


for nearly two years through a 
committee headed by Edwin S. 
Friendly, vice-president of the 
New York Sun, and which has| 
been aided by magazine, radio and 
ther groups. 

The campaign is being taken 
over by the conservation com- 
mittee of the Waste Paper Con- 
uming Industries, of which Frank 
Bl ck is managing director. 

This group, Mr. Block told Ap- 
VERTISING AGE, will confine its 
work primarily to aiding local 
committees and groups in the 
states east of the Mississippi and 
na few states further west. The 
conservation committee will con- 
tinue to cooperate with Boy Scouts, 
Girl Scouts, Parent-Teacher asso- 
ciations, etce., in local paper col- 
lections. Organization “profit,” and 
not patriotism, will be emphasized. 


Other Material Planned 


The conservation committee also 
will supply newspaper mats, post- 
rs, radio material, etc., to mills 
and local organizations, and will 
make specialists available to them 
for campaigns. 

The waste paper dealers, it is 
said, are beginning to have more 
men and trucks available, and they 
may be able to take over the en- 
tire load in a few months. 

The need for both waste paper 
and pulp, Mr. Block emphasized, 
is still urgent. Thus far this year 
waste paper collections are 12% 
velow the level necessary to reach 
the annual quota of 8,000,000 
tons, and pulpwood cutting is 6% 
velow its required annual rate of 
16,000,000 cords. 


Tell Job Opportunities 


The War Activities Committee 
f the Pulpwood Consuming In- 
dustries, of which Mr. Block also 
is Managing director, decided at a 
meeting recently not only to carry 
n indefinitely its program, which 
ncludes a monthly series of 420- 
line ads in about 900 weekly and 
mall daily newspapers in 27 pulp- 
wood-producing states, but to 
launch on Oct. 9 a series of one- 
ch, three-a-week or oftener ads 
120 dailies in labor-surplus 
ities in pulpwood-producing 
states, 
The small paper or “pull” cam- 


ed tagaign will tell war veterans and 
ditoriaag 2 workers in these communities 
dai f the security of their postwar 
: ‘uture in pulpwood production, | 
inter, merica’s sixth largest industry.” 
com@™@The urban or “push” campaign, | 
which will run in cities as far west | 
2s San Antonio and Minneapolis, 
| 1944@vill help the United States Em- 
yer tha@ployment Service and _ private 
e feaglacement agencies. tell unem-| 
oF ployed workers in those areas of | 
= e opportunities in pulpwood-cut- 
quirie ing, Pamphlets, posters and 
how ther material will be made avail- 
SNOW Bole for this campaign. | 
e ‘hill Mr, Block estimates that 20,000 | 
orkers are needed directly for | 
iipwood cutting, and that their | 
re wit ‘k would provide perhaps) 
wer | 100 additional jobs in mills, | 
erticer@ansportation, packaging, retailing | 
=| other fields. 
| 
al -ads Hoffman Sales | 
TIN: J. McNeely, sales manager of 
e wh, Radio Corporation, Los | 
P ‘n.geles, has been named to the | 
ew post of general sales manager. | 
, D. Spence, formerly engaged in 
Y blic relations, becomes assistant | 
es manager. 
— 


Shal’s §749,000,000 woth ! 


But that’s not all they sell...department and furniture stores also sell furniture, bed- 
ding, floor coverings, lamps, housewares, radios, curtains, draperies, china, glassware. 


To operate all these many departments, these stores need all the news and infor- 
mation they can get about all the lines they buy and sell. | 

They get that complete news in only one place: twice weekly RETAILING—the 
only home furnishings business paper with news coverage that corresponds to the 
many home furnishings departments in department and furniture stores. 

That’s why major appliance manufactures continue to spend more of their adver- 
tising budgets in RETAILING than in the next 4 home furnishings publications com- 
bined. In this way they are reaching the 4,304 furniture stores, 2,063 department 
stores that do more than three-quarters of the nation’s total furniture and department 


store home furnishings volume. on" 


. 
See 


Major appliance buyers in furniture and department 


Que of 4 series to chow why stores also buy: radios, furniture, lamps, floor coverings. 


Retailing counts with retail- housewares, china, glassware, curtains and draperies. 
ers who count on complete Chart of actual percentages sent on request. 
news to operate in the S89 


hillion home furnishings 


market. 


*Estimated from Dept. of Commerce “Markets After 


the War” and Census of Retail Trade, 1939. 


eet 


NEWSpaper 


f TWICE WEEKLY «© = 8 EAST 13th STREET, NEW YORK 3, N.Y. 


FAIRCHILD PUBLICATIONS: Retailing Home Furnishings « Women’s Wear Daily « Daily 
News Record » Men's Wear + Fairchild Trade Directories ¢ Fairchild Internacional 
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This includes the bonus counties in Missouri, 


| Market. 
U. S. Census 


A MARKET win MONEY 


"102% 


KVOO's 
Half-Millivolt Area 
as compared to 
Entire State of 


OKLAHOMA 


Kansas, and Arkansas, 


Daytime 


making the KVOO market the best buy in OKLAHOMA—truly Okla- 
homa's No. 


50 000 WATTS 
TULSA, OKLAHOMA 


HPL Proves Magic 
of Style Hitched 


fo Common Sense 


Chatty Programs 
Gross $10,000 Each 
Week for WBBM 


Chicago, Sept. 19.—Constructive 
and instructive, using the magic 
of common sense, Paul Gibson’s 
programs are setting records on 
Station WBBM here. He’s also 
proving that quality programming 
combines top entertainment with 
profitable advertising. The Gib- 
son programs, “Housewives’ Pro- 


tective League” and “Sunrise 
Salute,” assertedly the most lu- 
crative participation shows in 


radio, are heard six days a week. 
On them he ad libs more than 


90 minutes daily, for an average 
of 85,000 words a week; from 
them WBBM grosses more than 
$10,000 a week. 

No pontifical commentator, Gib- 
son impresses listeners with a 
calm, philosophical tone of voice. 
He talks on practically every 
imaginable topic, from tableware 
in Timbuctoo to jerkins and zer- 
kins. Here are the subjects he 
talked about in one recent week, 
for example: The story of dia- 
monds, penicillin, da Vinci, mag- 
nesium, the island of Timor, the 
psychology of smoking, how to 
evaluate a husband, parental de- 
linquency and the story of silk. 


Wiley Developed Style 


Format of the programs was 
originated in 1934 by Fletcher 
Wiley, network commentator at 
KNX, Los Angeles. How Paul 
Gibson came to do the WBBM 
stint is part of his biography, and 
descriptive of his character. 

Some 35 years ago Paul Gibson 
was born on a dirt farm in Cali- 
fornia. At 10 he spoke in Aimee 


Plans 


One advertiser received 23,296 inquiries from five ads in 
FLYING which announced a new private plane. This is an 
indication of the intense interest in plane ownership among 


FLYING’S 


evitably reads FLYING. 


With over 244.000 current monthly net paid circulation 
domination in the field is supreme. 


FLYING’S 


tisers this represents phenomenal coverage .. . 
blanket coverage of this one great market, from aviation 
enthusiasts through pilots, private plane owners, fixed base 
operators. distributors, and manufacturers. Such coverage 


= 


0 


} readership. Virtually everyone who reads FLY- 
ING is a prospective buyer of aviation equipment, and 
virtually everyone who becomes interested in aviation in- 


is available in no other medium. 


ZIFF-DAVI 


Flying + Plastics - 


For adver- 
it is actually 


FLYING dominates the personal 
plane market. 
tion with class readership. 


It is mass circula- 


FLYING generates most prospects 
per advertising dollar. 

The same ad in FLYING sells fixed 
base operators and, in turn, their 
customers—the private flyer. 
FLYING provides complete cover- 
age of its field. 

Ask a FLYING representative for 
details of this and other extraordi- 
nary result-stories from advertising 
carried by FLYING. Get the facts 
for a FLYING start in postwar sales! 


PUBLISHING COMPANY, 185 N. Wabash Avenue, Chicago 1, Illinois 


New York - Washington - Los Angeles - London . Toronto 


Popular Photography - Radio News - 


Radio Electronic Engineering - 


Industrial Aviation » Radio & Appliances 


4 Bib 


Semple MacPherson’s tabernecle 
and socn after was touring »\ jth 
Chautauqua and road shows. 4; 
15 he was a reporter on the Lo; 
Angeles Record, In the succeed. 
ing years he wrote pulp stories, dig 
publicity and radio writing. |, 
1934 he returned from Mexic, 
ill with a fever and decider 4 
build himself a home in southern, 
California. From this venture h» 
learned enough to go into the 
business. Now he’s president of 
Construction Controls, Inc., one 
of California’s leading building 
corporations. j 


How It Started 


Fletcher Wiley came to Gib. 
son to have an apartment hous 
built. When Paul Gibson go 
through his sales talk Wiley dis 
covered he had signed a prize 
commentator as well as a build. 
ing contract. Wiley sent him tj 
San Francisco to take over the 
programs there on Station KQw 
In 1942, Gibson brought the pro- 
grams to the CBS Chicago outlet 
on aé sustaining basis. Within 
several months he had a goodly 
list of sponsors, the majority of 
whom are still with him. In fact. 
he has had no cancellations, other 
than those by companies whose 
products were war casualties. 

Based on a 13-week minimun, 
‘Housewives’ Protective League” 
in combination with “Sunrise 
Salute” costs $500 weekly; “Sun- 
rise Salute” exclusively costs $40( 
weekly. This entitles the spon- 
sors to five announcements a 
week, and they may get anywhere 
from 25 words to five minutes 
depending on how much time 
Gibson thinks should be given to 
sell the product. 


Sponsors Culled Carefully 

The Gibson type of program i; 
unique in that it requires the 
sponsor to meet its’ standards 
rather than vice versa. Before 
an advertiser is allowed to spon- 
sor one of the Gibson shows, for 
instance, his product is tested by 
100 housewives, who fill out ques- 
tionnaires regarding the product's 
merit. The results are kept secret 
from the prospective sponsor, and 
if more than 20% of the house- 
wives disapprove of the product 
the manufacturer is not considered 
for air time. Gibson is said to 
have turned down more sponsors 
than he’s taken on. Furthermore, 
no cosmetics, tobacco, instalment 
or credit business, medicals or 
vitamins are on his list. Nor does 
an advertising agency write the 
commercials used, but is allowed 
only to supply material from 
which Gibson culls the matter he 
will discourse on. 

While the basic formula for the 
programs is credited to Fletcher 
Wiley, a twist Gibson gave to it 
combined selling, has done much 
for its high commercial rating 
This system employs the natural 
combination of products for mu- 
tual benefit, such as mentioning 
how good one sponsor’s _ jellies 
taste on another sponsor’s bread, 
or one sponsor’s canned milk tastes 
in another sponsor’s coffee. Sub- 
stantial sales increases for both 
products thus mentioned have 
more than once dispelled any 
fears of account men that the 
carefully chosen selling points of 
their client’s products were being 
lost in the double shuffle. 

Are the sponsors satisfied? (ne 


No priority required. 
Rectangular 12" x oe 
up to 20"' x 28". Fence 
a Tacker som Auto 
plates. extra 
charge for ened 
trade-marks or special 
designs in one color. 


BAKED ENAMEL ON 
COLD ROLLED STEEL 
SILK SCREEN PRINTED 
Quick delivery. Any quan- 
tity from 25 to 25,000. 
Write for price list 20. 
BERLEKAMP SIGN CO. 
FREMONT, OHIO 


MADE IN 
newspaper 
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Jas. Fishe 
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MADE IN CANADA—First copy in the 

newspaper campaign by R. Wallace & 

Sons of Canada Ltd. is this ad announc- 

ing that Wallace sterling is ‘now made 

in Canada by Canadian craftsmen.” 

Jas. Fisher & Co., Toronto, is the 
agency. 


of them received nearly 5,000 let- 
ters and cards from six announce- 
ments of free trade coupons 
worth five cents each. The total 
audience mail pull for Station 
WBBM in 1944 was 198,462. Gib- 
son’s programs alone pulled 68,- 
769 letters of this total. 

In July of 1945, 12 of WBBM’s 
commercial programs totaled 12,- 
080 in audience mail. Of this 
total, 8,736 were pulled by the 
Gibson shows. 

What may be of benefit to net- 
work and local program experts, 
who admit that programming is 
“far from perfect, but there 
doesn’t seem to be much that 
radio can do about it,” is that 
listeners and sponsors alike agree 
that this type of program attracts 
them and then inspires confidence, 
so that when a product is de- 
scribed its merits are believed. 

Prior to the war, Fletcher Wiley 
and his associates planned to use 
the format as a transcribed net- 
work feature, with the HPL pro- 
viding market data to sponsors. 
Such an eventuality might prove 
one of radio’s postwar sensations. 


McGraw-Hill Adds 
Three Economists 


McGraw-Hill Publishing Com- 
pany, New York, has announced 
the addition of three economists 
to the department of economics, 
headed by Stacy May. New as- 
sociate director of the department 
will be Dexter M. Keezer, formerly 
public member of the WLB and 
previously president of Reed Col- 
lege, Portland, Ore. 

Other appointments are William 
F. Butler, formerly with WPB as 
thief of the aircraft branch pro- 
gram and statistics bureau, and 
Sanford S. Parker, formerly staff 
economist of Business Week and 
previously statistician with the 
Magazine. 


Koelling Promoted 


Fred Koelling, former notions 
ouyer for Scruggs, Vandervoort & 
Barey, St. Louis department store, 
has been appointed divisional 
merchandise manager of small 
wares. Howard Booth, formerly 
assistant buyer in Vandervoort’s 
housewares department succeeds 
Koelling. 
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Eu. 1906 
FRENCH RESTAURANT 
REAL FRENCH CUISINE 
LUNCHEON From $1.50 
DINNER From $2.00 
Famous French Candies 


15 EAST 52d ST. © 
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Heads Industrial Music 


Fred Nahas, Houston public re- 
lations man and radio commenta- 
tor, and formerly with Gulf Oil 
Company, has been appointed 
general manager of Industrial 
Music, Inc., newly-formed music 
distributing firm, with offices in 
the Cotton building, Houston. 


Account to Lewin 

Advertising of the American 
Tack Company, New York, has 
been placed with A. W. Lewin 
Company, New York. 


Sills and Lesly 
Write ‘Public Relations’ 


Theodore R. Sills, head of his 
own public relations counseling 
organization, and Philip Lesly, di- 
rector of public relations of the 
magazine division of Ziff - Davis 
Publishing Company, are authors 
of a new book, ‘Public Relations,” 
to be published Oct. 1 by Richard 
D. Irwin, Inc., Chicago. The price 
is $3.75. 

The authors discuss the rela- 
tionship between public relations 
and advertising, urging the guid- 


ance of advertising by public re- 
lations principles. Illustrated are 
successful campaigns to put over 
bowling, wage stabilization and 
streamlined trains. 


GM Using Films 

General Mills, Minneapolis, is 
making its first venture into the 
audio-visual education field with 
a new Kodachrome sound film, 
“400 Years in 4 Minutes,” depict- 
ing the new Betty Crocker method 
of cake making. The 22-minute, 
16 mm, film is being distributed 
by Harvey & Howe, Inc., Chicago. 


Becomes Rogers Paint 


Detroit White Lead Works, De- 
its corporate 
Paint Products, 


troit, has changed 
name to Rogers 
Inc. 


All Ad Men Should Learn 


HOW TO REMEMBER 
“NAMES and FACES" 


Increase your income, circle of friends and 
enjoyment of life by learning the important 
secret of easily remembering names and faces 
.. . as revealed in this new beok by David 
M. Roth, famous memory expert. $1.00 pest- 
paid. Order from ROTH MEMORY SYSTEM, 
Dept. A, 1121 So. Hill St., Los Angeles 15. 
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SAN FRANCISCO 


‘This great city with its vast 
natural harbor has always been 
and will continue to be the Gate- 
way to the Pacific Its influence 


as a city will be increasingly im- 
portant. 


The Call-Bulletin 


has the largest 


daily newspaper circulation in the 
City and County of San Francisco 
That influence is also increasingly 


important 


SAN FRANCISCO CALL-BULLETIN 


REPRESENTED 
PAUL BLOCK 


and 


NATIONALLY BY 


ASSOCIATES 
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To the Editor: I enjoyed the 
July servicemen’s issue of ADVER- 
TISING AGE, which one of my 
friends in the Grey Advertising 
Agency forwarded to me. I have 
been out of contact with adver- 
tising for three years now and the 
copy served to bring back some 
pleasant recollections. 

I have tried to obtain some in- 
formation on production, which 
was my chief interest in advertis- 
ing. However, the mail situation 
hasn’t been what it should be and 
I fear that some of the material 
has been lost. Perhaps you can 
help me out. 

I would sincerely appreciate 
some written material on the re- 
cent developments in _ printing. 


This i departenent is a reader’s forum. Letters are welcome. 


Asks Printing Data 


|ing, offset and the other processes | 
If not | 


that I’m a bit rusty on. 
the material, then the address or 
people I might be able to get them 
from, I was particularly inter- 
ested in color and its use in print- 
ing. 

If it wouldn’t be too much 
trouble I would like the 12 back 
issues of ADVERTISING AGE. Thank 
you again for making it possible 
for me to get back “in the groove” 
that much faster. 

Prc. B. P. BISHOP, 
c/o Postmaster, New York. 
‘ 7. i F 
Splitting P. O. Services 
Called Unrealistic 


To the Editor: I don’t know 
where Charles A. Heiss, special 
cost consultant to the U. S. Post 
Office Department, got his train- 


Such as silk screening, roto print-|ing, but from my experiences in 


connection with large manufac- | 
tories it would seem his advising | 
that ‘“‘each of the four classes of | 
mail is a_ separate undertaking | 
and each class and special postal | 
service should be self sustaining”’; | 
that “one class of mail should not | 
be running to the Treasury to get | 
money to make up losses,” is like | 
telling the .P. O. to do away with | 
its “boiler room” because that | 
power-producing service can show 
no self profit-return. 

A salesman must produce sales 
in order to insure his personal 
keep, but no sales department as 
a whole could earn its paper clips 
unless the factory turned out 
products to sell; nor, in turn, 


could the manufacturing depart- 
ment turn a wheel to produce 
salable articles were it not for 
the profitless boiler room to give 
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BUILDING SUPPLY NEWS 
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DATE—DECEMBER 1 st- : 


We expect to have enough paper to 
take care of a reasonable increase in 
advertising over lastyear. Wetherefore 
urge you to advise us NOW as to your 
requirements for the 1946 DIRECTORY 
ISSUE. Send your space reservations as 
soon as possible. No increase in rates! 


Used Constantly—it's the Dealer's 
Guide to Postwar Profits ... 
Catalog Section of over 200 pages 
15,000 Product Buying Possibilities 
500 Construction Tables—Esti- 
mating Data 
2,500 Brand Names—with names 
of Manufacturers 


1,600 Lumber Wholesalers —Wood- 
work Jobbers 
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“We made you what you are 


We hope yourne aa cal I" 


such machinery life. 

To the average business man 
Mr. Heiss’s logic is puerile, and 
it behooves the heads of large 
businesses to tell their lawyer- 
representatives in Congress a few 
plain business facts to counter- 
act such false reasoning. Perhaps 
the rough suggestion for a car- 
toon herewith will picture the 
interrelations and dependencies of 
one mail class upon other classes. 

If the Post Office Department 
wants to prove something — if 
large concerns should insist upon 


the P. O. proving this “some- 
thing’—it should design (A) a 
new series of first class stamps 


that can be used to carry only 
personal messages that in no way 
involve a single business trans- 
action whatsoever, and, (B) in- 
sist that the present issue of first 
class stamps carry only what are 
solely business messages, answers 
to advertisements, bills, receipts, 


catalogs, parcel post shipments, 
etc., etc., as at present. Or with- 
out any such new stamp series, 
suppose several large concerns 


should tabulate these figures not 
only for their businesses but ask 


its perhaps hundreds of employes | 


to do the same for a period of 
one month. Wouldn’t the P. O. be 
surprised at such evidence that no 
one class of mail is apart from all 
the other contributing classes? 
And what a heluva loss that “A” 
first class mail would show! 
GEORGE TOWNSEND, 
New York. 


- 3 


Asks Whether Agencies 
Are Considering Peru 


To the Editor: At the present 
time I am in the Army and wait- 
ing my turn for discharge. During 
two and a half years overseas in 


the Central and South American 
theaters, I was stationed in Pery 
for ten months, After a furlough 
to Lima, the capital, I decided to 
return and settle there. 

My civilian experience was in 
advertising layout, production and 
some copywriting, and it is my 
desire to make similar connections 
when I return to Lima. 

I am writing you in the hopes 
that you may be able to help ad- 
vise me. While in Lima I noted 
that there were no offices repre- 
senting any of the larger Ameri- 
can agencies, and have been won- 
dering if any of them are contem- 
plating offices down there in the 
postwar period. 

I have a speaking knowledge of 
the language, Spanish, and am fa- 
miliar with the ways of the Latins 

Sct. PAUL J. KAATZ, 

Braznell Hotel, Miami Beach, 

Fla. 

[Editor’s Note: While a number 
of U. S. agencies are planning to 
open foreign offices in various 
parts of the world, ADVERTISING 
AGE has not been informed of any 
definite decisions to start agency 
operations in Lima.] 
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A ‘Placid’ St. Louisan 
Gets Her Dander Up 


To the Editor: In the Ad- 
libbing column of your Sept. 10 
issue, you refer to St. Louisans 
with a subtle sneer as “placid.” 

And that, according to Web- 
ster, means, “calm, peaceful, quiet, 
gentle.” 

Is that bad? 

True, there’s nothing calm, 
peaceful, nor quiet about Chicagi 
Nor could you, with the wildest 
stretch of imagination, call an) 


Chicagoan “gentle.’ But don't 


Frequency... 


Like five and a half-million other people who 
ride the N. Y. Subways regularly, this slick 
chick remembers the product names she sees 
on subway cards and posters. So when she 
buys, she buys by brand. 


Formula for Selling New Yorkers 


Mass Coverage X Color Impact X High 
the unique combination in 
Subway Advertising. f 


\ New York Subways Advertising Co., Inc. 


J 


630 Fifth Avenue, New York 20, N. Y. 
410 N. Michigan Avenue, Chicago 11, Ill. 
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you Wish you could? watch our political step. You|ton had cut its wisdom teeth—at| Look at the record. . . Yes I|that in 1863 Japan first organized 
" Doesn’t gentleness, peace, calm|can’t plunge into peace, turning|least on advertising. know there have been some blun-}a movement to mold public opin- 
and quiet mean anything to you| wars off and on with push of a} It was one thing to kick it|ders, but only two that were|ion, reslanted in ’65, '68 and so 
yp there in turbulent, belligerent button. around as “whipping boy’ to]serious—the art error in the non-|on to suit each changing objec- 
Chicago? ‘ In the last war, knowing Sec-|amuse the sadistic “leaders” of|sixteen-ray rising sun flag in the/tive, a “Department of Educa- 

Drana SPAULDING, retary Houston from old college|the anti-advertising movement—j|6th bond drive and the equally|tion” functioning continuously to 
Padeo Advertising Agency, days (University of Texas) as a|but that was pre-Pearl Harbor|inexplicable copy error in thejcreate a national ideology. The 
[ St, Louis. political economist, I was deeply | stuff. The economic efficiency of|Emperor’s white horse ad mis-|point? Japan misused  propa- 


[Editor’s Note: The fiery Diana interested in his frank bewilder-| organized advertising machinery|quoting Tojo. But we all know/|ganda. That’s why we _ should 
ims her darts at an imaginary |ment when he said bluntly: “Offi-|was the first immediately avail-|how mistakes happen, when too|/hold to our War Advertising 
foe. The Ad-libber called St.|cial Washington does not under-|able plant. Roosevelt gave it the|}many cooks start brewing one|Council—reslanting to next ob- 
Louisans placid, with due and|stand advertising.” Comparing|nod, at the same time swooshing| poor little piece of copy—yeah!| jective. Don’t you think so? 
precise regard to Webster, and|with this war, it was a relief to|the critic-anti’s back into their} Also look at Tokyo’s record: CAROLINE WILLIAMS CARTER, 
without consciousness of a sneer,|see at once that official Washing- | cracks. for my Japan index file shows Cleveland, O. 
subtle or otherwise. Furthermore, 
the Ad-libber solemnly avers that 
he once knew of a Chicagoan who = 
might be called gentle. Unfortu- ae toss 
nately, he died young.] 

. . ww 
Wings for Missionaries 


To the Editor: Believe AA’s 
readers will find interest in the 


—f ATTENTION 
“ee: | MISSIONARIES 


ough 
ed ti 


aS in 
1 and 
$ my 
‘tions 


“=| LEARN TO FLY 
noted | Pilot Your Own Plane 


ppre- Prepare now for the busy post- 
meri- war period. Here is the oppor- 
won- tunity you have been looking for 
item- to earn all expenses and tuition 
1 the for Missionary flying course. 
Rates exceedingly low. 
ge of For complete information write 
» A) The MISSIONARY 
, FLYING SCHOOL 
ich, Post Orrics Box 25 
TOURNAPULL, GEORGIA 
imber “EARN WHILE YOU LEARN” 
ng t . 
riou 
PISING Hi rather unusual appeal—to mis- 
f any Mi cionaries—in the attached ad of 
Sency Mithe Missionary Flying School. 
Pvt. Harotp MARSHALL, 
(President - on - leave, Harold 
Marshall Advertising Com- 
pany, New York), Radio Di- 
vision, Signal Corps Publica- 
tions Agency, Ft. Monmouth, 
Ad- @ on. g. 
Sans . * eee ¥ RR EO : bol ae Fee eae 
lh ee Se ee © Transportation Center of Toledo Tomorrow 
eb- : " 


quiet, tal Lions Club, of which the ...as visualized by Hugh Ferriss 


e 
writer is a member, has under- e , 
taken to sponsor a project of sup- e 
calm, @ lying vocational reading matter e 
icazo (‘0 Firlands Sanitarium, which is a OG 4 G G W// A OG tif Q W 
rildest @arge tuberculosis hospital near 
1 any geseattle, 
don’t Since I am the only advertising 
agency member of the club, I 
volunteered to supply to the hos- eee FOCUS OF A NATION’S EYES 
pital a liberal amount of reading 
material in the advertising field. 


. As one contribution, I would like 5) , 
* to a 4 subscription to Ap- Always desiring to serve well the community ness of those who return. The Blade feels 
‘ VERTISING AGE. ° . . . ° 
\. Win CLINE, of which it has been a part for over a century amply rewarded for its effort in the creating 
; a ee ae & Gard- The Blade more than a year ago commis- of TOLEDO TOMORROW by the way in 
\ vy sioned Norman Bel Geddes and his asso- which this great model has captured the 
Deplores Quick End Ciates to create a plan for the city’s futuré imagination not only of Toledo people but 
. ane — development. The result is TOLEDO TO- of many individuals and communities 
LO e itor: asnington's ° ‘ 
liquidation of its programming MORROW, the largest model of a city ever throughout the nation as a symbol of a 
agencies certainly will be costly a . ‘ . 
" wrnaiee certainly will be sostiy made.. presented not as a rigid blueprint _ better, richer way of life. 
up what will Washington do for for the city’s planners and builders, but as an A booklet fully ill 
an effective machine if needed . — os . ooklet fully sllustrating 
in emergency for utilization to inspiration for future living ... dedicated to and describing "TOLEDO 
the full the patriotic propaganda the memory of those men of Toledo who +7yoQMoRROW” will 5 
mediums of press, radio, outdoor, h died i . . 
ar card, window and the national ave died in the war, and to the future happi- gladly sent on request. 
tirculation pages so generously 
tortributed by leaders in every 
de\d of business? 
\Vhether I would favor perma-~ 
hence of the War Advertising 
| §Council I’m not yet sure. It takes 


} Bihinking. . . But this I know: 
J [We are not yet out of the woods, One of America’s Great Newspapers 
anc until we get all clear and can 


see what’s ahead we had better Represented by Paul Block and Associates 
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Campbell Appointed 


Kenneth Campbell, manager of 
the world trade department of the 
San Francisco Chamber of Com- 
merce, has been named manager 
of the foreign commerce depart- 
ment of the Chamber of Com- 
merce of the United States, a post 
vacant since the resignation of 
Edward L. Bacher. 


Baumiller to Met Group 


Edward L. Baumiller, formerly 
media director of Pedlar & Ryan, 
New York, has joined the New 
York sales staff of the Metropoli- 
tan Group. 


! Cover Catholic ! 
Schools, Churches, 
and Institutions 
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135 W. WELLS ST., MILWAUKEE 3, WIS. 


Exhibit Military Products 
Having Many Peace Uses 

Many products made for war 
need few changes for civilian 
peace markets, an exhibition at 
Wilmington, Del., of military 
products made by I. E. du Pont 
de Nemours & Co., demonstrates. 

Largest potential for civilian 
application is among coated fab- 
rics and products made from ny- 
lon, with nylon being used in 
items ranging from toothbrushes 
to steamship hawsers. In the tex- 
tile field, there are nylon flying 
suits, parachutes, tents, cots, 
gloves, and even a pontoon bridge 
capable of sustaining an 18-ton 
weight. 

Huge bags for pneumatic lifting 
of bogged-down B-29s or other 
large planes, and material for 


flooring used on destroyers, are 
made of neoprene. 

In a giant military tire on dis- 
play there are more than 500 
pounds of nylon cord. A smaller 
tire, five feet in diameter, uses 58 
miles of rayon cord. 

Cellulose sponges shown were 
used for bailing in life rafts, and 
a fine-pore sponge on exhibit was 
used to pack airplane wing spaces 
to absorb leaking gasoline from 
tanks punctured by bullets. These 
sponges were impregnated with a 
du Pont water repellent to pre- 
vent water absorption. Black 
cellulose sponges shown are the 
“secret” for the sun-still used on 
life rafts to distill fresh water 
from salt water. 

A partially erected Quonset hut 
demonstrates a new type of Cel- 
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EXPANSION PROGRAM IN THE SUGAR INDUSTRY 


With Equipment Demands 


For Processing New Sugar 


By-Products. Sugar is one 
of the oldest staples, dating 
back to the early history of 
India and the Near East. 
Sugar has grown into a great 
worldindustry. Modern 
chemistry has developed ad- 
ditional uses for the industry's 
output into alcohol, rum, dry 
ice, yeast, plastics, synthetic 
rubber and synthetic motor 
tuels among others. This out- 
put demands much additional 


equipment, including steel 
tanks, heavy stills, and frac- 
tionating towers, in addition 
to boilers, furnaces, turbo- 


generators, motors, steam 
engines, heat exchangers, 
pumps, piping, valves, fit- 
tings, condensing and cooling 
equipment, storage tanks, ma- 
chine tools and hundreds of 
other items. 


All the men who cultivate, 
produce or process this staple 


into by-products are readers 
of the only publication pub- 
lished exclusively for their 
industry. 

“SUGAR” readers are pro- 
gressive. They have embarked 
upon an era of expansion to 
take care of present and espe- 
cially post-war demands You 
can profit by “SUGAR’S” in- 
fluential standing among the 
industry's leaders. 

“SUGAR” reaches buying 
executives interested in prod- 
ucts you manufacture to ease 
their production problems. 


AFFILIATED 
PUBLICATIONS 


SUGAR 
SUGAR REFERENCE BOOK 


EL CATALOGO AZUCARERO 
EL MUNDO AZUCARERO 
DIESEL PROGRESS 

DIESEL ENGINE CATALOG 


WORLD PETROLEUM 
PETROLEO DEL MUNDO 
PETROLEUM WORLD 


UNDER THE MANAGEMENT OF REX W. WADMAN 


O-Glass window, various finishes 
and plywood glues. 
* * + 
In a new $250,000 A. E. Staley 
Mfg. Company laboratory at De- 
catur, Ill., chemists are investi- 
gating the possibilities of soybeans 
and corn for new uses of the two 
leading cash crops of the U. S. 

farmer. 
In recent years Staley research 
chemists have developed a corn 
derivative used in production of 
penicillin; a number of special 
starches for industrial use; im- 
provements in the method of 
manufacturing V board, a water- 
proof fiber board used for ship- 
ping containers; an economic 
method of producing levulinic 
acid; a much sweeter type of corn 
syrup (Sweetose) achieved 
through the use of enzymes, and 
an improved process for refining 
soybean oil for salad dressing, 
shortening and margarine. Levu- 
linic acid, a corn-starch derivative 
useful in plastics, can supplant 
lactic acids in many processes. 

oe k * 
American Builder has begun a 
series of monthly bulletins con- 
cerned with the building market, 
first of which is entitled, “What 
the present building market po- 
tential will mean in the first years 
of peace.” The publication re- 
veals that according to its recent 
study, an estimated construction 
of 350,000 new homes and 50,000 
new shops, stores and other com- 
mercial structures will get under 
way this year. 
It points out that the estimated 
1,600,000 new dwelling units to be 
built during the first three post- 
war years aggregate a volume in 
excess of $9 billion, and will be 
matched by an increasing vol- 
ume of light-load construction. In 
the second postwar year about 
100,000 new commercial struc- 
tures will be built, and about 
150,000 will go up during the suc- 
ceeding year, the survey reveals. 


“ih 


Iowans plan to spend more ‘hap 
$600,000,000 for nearly 140.09 
new homes, a recent study n ade 
by the Des Moines Register re. 
veals. 

Iowans’ plans for home buil ling 
are well founded, the survey 
shows, in that 41% say they | aye 
saved as much as 10% of the cos 
of their new home, 34% have the 
general plan of the new home 
drawn up and 47% have some 
ideas which they want to incor. 
porate in their homes. Eighiee, 
per cent of the Iowans said they 
have already purchased a lot fo; 
their new homes. Ranch-type anj 
semi-modern houses are preferrej 
to the old-type large houses, wit) 
the majority of women and, sur. 
prisingly, a majority of farmers 
favoring ultra-modern designs, 

One bathroom in the new home 
is favored by 65% of the Iowans, 
Most of the new houses will have 
either two or three bedrooms. 

* * ok 

Returning veterans who entered 
the service from the metal indus- 
try are offered extensive, free re- 
fresher courses by the American 
Society for Metals. The program 
is designed to bring the individual 
up to date on all new develop- 
ments and processes that have 
taken place during his term of 
service, operating through local 
chapters of the society. 

For example, the veteran who 
was in the electroplating field will 
meet with metallurgical engineers 
familiar with wartime advances 
in electroplating and related meth- 
ods of protective metal coating 
The courses will not be educa- 
tional courses in the usual sense 
but rather small group confer- 
ences. 

Requests for the courses may be 
addressed to W. H. Eisenman, na- 
tional secretary, American Society 
for Metals, 7301 Euclid Ave, 
Cleveland 3, Ohio. 


* * 


In line with plans of the Cros- 
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+ 


or city built-ins . 


feature of Sunset. 


In his home hobby-shop, the Western woodworker makes 
his own garden furniture from Western Redwood. Or goes 
fancy with cabinet-work in native Acacia or Magnolia 
. . .Western Pine or Douglas Fir. Mountainside cabin, 
. whatever the object of his creative 
bent, he has a choice of native-grown woods. 


And oftener than not, he gets his plans and tips on 
woodworking from the hobby pages that are a regular 


Sunset knows 
the Pacific Coast 


THE MAGAZINE OF WESTERN LIVING 
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y Corporation for a greatly-ex- 
nded market for its products in 
entral and South America, J. W. 
heLind Jr., Crosley director of 
sports, has left to visit South 
uil ling @Mmerican countries via Pan 
SUi vey Mamerican Airways. 
y bavell Crosley’s plans include supply- 
1e costf#he American-made products to 
Ve thellfrazi!, Chile, Peru and other South 
homef™mer'can markets, but Argentina 
somefMpay De an exception, due to the 
incor. Meriff restriction. Local fabrica- 
ghteey fon and assembly of Crosley 


e€ i Aan 
40 009 
Trade 
er re. 


d theyfModucts may be considered for 
lot forf™rgentina. Other Crosley plans 
pe anjfmclude a complete survey of the 


uth American export situation 
d arrangements with an Argen- 


afe rred 
Ss, with 


J, sur-##he organization for local pro- 
irmers Mction of Crosley products. 
igns, "2 = 
r homef™Research funds have been es- 
OWans, [plished by the Paraffined Carton 
il havelfsearch Council at the Univer- 
ms. of Minnesota and the Univer- 
y of Wisconsin to make tests 
tered all types of butter packaging, 
indus- @ order to determine their com- 
ree re-Merative degrees of protection for 
verican /tter from the churn to the table, 
rogram 
vidual 
ve lop- 
| have 
rm. of 
local 
n who 
ld will 
gineers j 
vances { Co 
come “NEWSPAPER 
oating ee 
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Current Analysis of 
Present-Day Market 
Conditions in 


) 
ae 
f+ WICHITA, KANSAS 
~ 


A 32-page Booklet Sum- 
arizing Basic Market Condi- 
ms up to V-J Day, and 
AGLE POST-WAR BULLE- 
IN NO. 1, which outlines 
bvelopments between V-J 
Gy and September 15th. 


OUR REQUEST for this late 
halysis of the Wichita Mar- 
tt and its Newspaper Cov- 
age will place you on the 

to receive subsequent 
illetins indicating develop- 
if trends in this area. 


is Continual Research Plan 

nother service of the 
ichita Eagle . . . to help 
dvertisers plan sound cam- 
Micons in Wichita. 


Wichita Eagle 
NING - EVENING - SUNDAY — 
WICHITA, KANSAS 


Re; . by O'Mara & Ormsbee. Inc. 


and to study the different costs| Butler Paper Products Company, 
that go into the merchandising of| Toledo; Chicago Carton Com- 
butter in the various methods of| pany and Container Corporation 
handling it. of America, Chicago; Marathon 
The council was formed this} Corporation, Menasha, Wis.; Mich- 
year and funds provided for fre- igan Carton Company, Battle 
search on specialized food pack-|Creek, Mich.; National Carton 
ages including those for butter, Company, Joliet, Ill; Pollock 
ice cream, margarine, lard, short-| Paper & Box Company, Dallas; 
ening and frozen foods. Richardson - Taylor - Globe 
Corporation, Cincinnati; Suther- 
List Council Members land Paper Company, Kalamazoo, 
Council members include: |Mich., and Waldorf Paper Prod- 
Bloomer Bros. Company, Newark;| ucts Company, St. Paul, Minn. 


Darden Appointed 


J. B. Darden, member of the 
sales department of Goulds Pumps, 
Seneca Falls, N. Y., has been ap- 
pointed assistant sales manager of 
the water systems division. G. W. 
Cramer, advertising manager 
since 1934, has recently added the 
duties of sales promotion man- 
ager. 


To ‘American Weekly’ 


Harold H. Van Horn, formerly 
with the Detroit office of O’Mara | 


& Ormsbee, has joined the sales 
staff of The American Weekly, 
New York. 


4 LOWS 


Improve your business, Place , 
your name before your cus- 
tomers and prospects with 
Exclusive Art Calendars, 
Gift Leather, j3illfolds, 
Wallets, Diaries, Personal 
Estate Records, Mechanical 
Pencils, Safety First yanee, Key Kits, Signs, 
countless other items. nexpensive. resultful. 

ADVERTISERS PUBLISH! ING CO. 

Dept. AA-5, Ann Arbor, Mich. 

(Distributors Everywhere) 
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Sunset Appoints 


Sunset Oil Company, Los An- 
geles, has appointed Hillman- 
Shane-Breyer, Los Angeles. Plans 
are being formulated for the use 
of consumer and trade media. 


Erhard Elected V. P. 


By STANLEY E. COHEN, Washington Edit 


Herbert C. Erhard, general sales 
manager of Standard Gas Equip- 
ment Corporation, Baltimore, has 
been elected vice-president in 
charge of sales. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands dally—each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours dally 
to bring you coverage of today's best 
spending customers . . . 100,000 readers 
daily! 


xk * TEx x 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


Congress to Delve 
Into Atomic Research 

Washington, Sept. 20.— Before 
too long, Congress—vwith the 
blessing of industry and the scien- 
tific world—will delve into atomic 
research, 
War Department knows that might 
influence long-range industrial and 
military planning. 

While industry has already 
heard disquieting rumors of pro- 
cesses that would put the atom 
to work, the real demand is com- ut 
ing from men of science who feel 
we ought to decide to train young 
men for our scientific laboratories 
instead of armies of occupation. 

Certain that other nations will 
eventually match our present 


we will be 


Department 
work. 


to find out what the 


weapons. 


success of their 


secrets, these scientists fear that 
shut off from the 
pooled knowledge of the rest of 
the world as a result of tight War 
censorship on our 


If this scientific isolation is to 
be enforced, they say, we ought 
to act quickly to exploit our ad- 
vantage by intensifying research 
and revamping our defense forces 
in the light of what we know 
about the potentialities of atomic 


* 


Reality: A mission of State De- 
partment and oil interests, off for 
talks with the British over use of 
the rich Middle East oil fields, had 
an uncomfortable feeling that the 


mission might 


Successful Clothing Firm 


Has Depended on WMBD 
for More Than a Decade 


_ 


Mr. Fred E. Bloom, President 
| of The B & M 


Today The B & M is One of Peoria’s Leaders 


The B & M was one of the first Peoria firms to advertise over WMBD, start- 
ing more than 15 years ago. In 1935, they introduced a new daily fashion 
program called “The B & M Messenger.” This program proved so successful 
ten years now without interruption. 


they have continued it ever since 


55.6” 

i WMBD Has More Listeners 
P| Than All Other 
Stations Combined” 


*Conlan Metropolitan Peoria Survey 
February, 1945 


Results shown include every day of 
the week, all hours. 


Along with “The B & M Messenger,” this 
leading firm today sponsors an impressive 
schedule of spot announcements as well 


as an evening musical program. 


Mr. Fred Bloom, President of the B & M, 


“We feel 


says: 


our consistent use of 


WMBD has played a vital part in the 


steady prosperity of our 


business. 


WMBD has proved to us it packs real 


sales influence.” 


FREE & PETERS, INC. 
National Representatives 


PEORIAREA 


 Pop.614,200 


actually be decided back here in 
Washington, where the British are 
negotiating for loans to replace 
Lend-Lease. British may be 
bankrupt so far as her cash posi- 
tion is concerned, but diplomats 
sense that Middle East oil, and| by finding that Septembe: 
Malayan tin (so badly needed for| plies were up 2214%. 

our automobiles) are powerful as- * ¢ ® 

sets tending to increase the bar- 
gaining powers of our late Allies 
from the tight little isle. 


forwarded to the White Houg 
report covering every phase 


for meat rationing were spur 


like to hav2 more say about g 
tion transfers, confesses it is , 


ee ae able to detect factors which 4 

Grief: Retailers knew their fight} termine the “value” of a ra 
against OPA’s price absorption] Station. Records show that pris 
policy was all but lost after| generally correlate to power, a 


that the 250-watt unlimited tj 
station is a “best seller.” 
over median ratio of sales pri 
to original cost for all stati 


Chester Bowles like Daniel in the 
Lion’s Den, went before the 
American Retail Federation to 
defend his vigorous insistance on 
holding the 1942 retail price line. 
He made it clear that it was 
agreed “topside” that price in- 
creases would be unwise if mil- 
lions were losing jobs and adjust- 
ing to 40-hour pay, while read- 
ing reports of record retail trade 
volume and corporation profits. | income; 
Underlining his talk was a mes-|net income. 

sage from President Truman ex- a, Re 2 

pressing confidence that retailers| Split - Hair - Dept.: According 
“will accept necessary controls 
during the fade-out period with 
full confidence that government, 


the original cost of the facilitj 
in another 30 times original co 


Warren, a war contractor can 


no less than you, is working to/tisements seeking houses a 
re-establish our traditional free} apartments for his employes 
economy in the shortest possible| “necessary” to the  cost-pli 


time.” fixed-fee contract because 


Around Town: Fate of the “Full 
Employment Bill,” certain to pass 
the Senate, will be determined by 
the committee assigned to handle 
it in the House. Over 100 House 
members are organizing to steer 
the bill away from the hostile 
committee on executive expendi- 
tures, headed by Rep. Carter 
Monasco, into the more sympa- 
thetic House banking and cur- 
rency committee. .. Latest agency 
to enter the patents situation is 
Department of Justice, which has 


pedite production of materia 
supplies and equipment.” In a 
dition, it has been decided that 


paper ads seeking names of wor 
employes to care for children a 
too much for Mr. Warren wh 
Douglas Aircraft bought $2,015 


newspaper space to thank t 


transporting its workers during 
bus strike. 


patent activity, including & Llegg 
misuse of patent agreements, | 
OPA studies of termination 4 
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Confusion: FCC, which wo0\| 


Morg 
sold in 1944 was 2.4 to 1; the ra} 
Yet in two cases, price was hg 


One station sold for less than y 
another for 1,534 tim 
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“night fishing” 


Many an outdoorsman spends the last few minutes o' 
his day reading FUR-FISH-GAME. After he turns out hi 
bed lamp, he imagines such a catch as this caught afte 
dark. Your advertising in FUR-FISH-GAME Magazine wi! 
fish for orders day and night at a time when these sportsme: 
and professional hunters are relaxed and in a receptive mood 


The A. R. Harding Publishing Co. 
175 E. Long St., Columbus 15, Ohio 


Bamtest the 


| 


ee, lite. 


iny of its 

luding stu 
ler new d 
ernment | 


te Compe 
fa WPB pres 
ntrols are 
ing more 
sit is s 
me FM ch 
es 6intere 
applicati 
W, and e1 
be imme 


' 
; 
| 


N AN 
AN WANT 
is OWN 


ardless o 
mm home” 
nsion, “Ho 
Want” will 


2 pages, p 
packed full 
new equip 
own staff « 
Whose lives 
uilding pro 
F €asy-to- 
ls and poss 
ssed indus 
eet from 

ng, it there 
ibook on 
ne ature, 


for your © 


ACTICA 


Y » Bure: 


Pel can’t los 
the Home Y« 


———— 


8 ee: ea Se teres Sc + ee ae 
‘ ‘ ; oe Bie Bes we te? we re is. are ae oe > a 
; ; . ee eee SHO gt ga 
y ; 4 - ie - Pie = “ae eo e. poe = ima roe E ad 
3 .. ; ‘ ; : iG ‘ a : ] 7 ee S Cs eS aoe “a tt Co 
: 3 q Z Fe a? ae 8 ee | ecane eee yo, Obst pone 2 , 
. = Z ‘ a ; - ! if . : ete 
PO eT ~ = vers ene ae By 7 ok arret ee Bn aed 8 ile? Wee — | 
caer Lttvs Wee: ae 
| _ See ri § a =i 
ss i 5 ie aR se oO oP ; ae a. } 
= i¥ 9 ? 4 ‘3 * i ¥ ~ * ‘ 
3 ss 4 $ <a 
x ; A, — 
——_——_—— RS ce en eae oe eee EM Mn rte, Eo ese 
Te eee OMG EG eS 
PO 
eo eeeee—“‘:sSCstsS | 
ee a a 
Py | 
a 
| 
ee 7 : 
| 
| 
a 
as 
eS 
ete 2 Sage ee ne 
| ee | 
—— a “a a | 
ee a x 
x ‘ a ! | 5 
ee : 3 a ‘.. - 
RE ‘ jiu 2 , 
| ye aa 7 
j ‘ 3 a Rk a SS aa a | « 
: -_ — } : 
| a .— 
oF Ps. r ise % _ 
Soe : Be tT, ie FF Ss Rae oe rf ae <i eet 3 x 
ie Roe se {eg =e te mei De oe: se ‘ea 
< — ga Z : j > 4 eS Pe oi q = 
<a # | | | | i ep Pm il eee = ae es 
aaa se j — . ie fee ee 
a de etl Ma, | - ber a | 
f { i es — _ if — ~ ; a ae j a : Ne Rea as — 4 
| —— eee Be td a te | oe : TO ee 
‘ | reusaiis .4 i? gl a 7% alee | 
agit. mca se [aL —_ i} oy | a ny os ee 
ito ib! 1 = | | ti ae prensa 
| i i ily Le —————— | im < sy 5 us ee i : 
: — REM ‘ Ce 
———— ‘ _—— “oe i mt he: Be ee eee Oe Pe ec eae a 
—i x == ~BEM BEM NM a ' .. £OIe. ee ee 5 aaa 
a . - i CQ QG { 3\h ; E ‘ : een ian x : 
SS. oe MOLY 4 “Vj, — Ro Ses AQ = Some f -) ; MGW shan) t Ae eee gi 
se SE ee | ae eat ae WMG SSS, ee | ee See “a 
SEI TRA asic eats rhs ’ | ® 
j s : d * et 4 } | 
5G 2 BN aca BE VITA.” MICS. SBA 8 
eevee liiensalaasa —- . * z 
cmc nnn naneenaanegeseseteeeene ene ‘acs ording 
i ———— ee emi —_ 
| —— ———————— | 7 Ber a | 
Me ay ee ee | 
gee poll Desi ea SS ; ee cee 
| Oe eee. a 
pO Re ee | ll eee NOM Sih pe lo A ust a 
| Be, cae ae ae : eee a a 
Es : "ae ae 8 ee * ca 
Ss Oc ay soe —— & ; a. <7 
are a — Z 
’ : ; re ' SS a oy 
Bese “tea Nata Ia) . aa : 
0 CAE iii =f fet x. area m ; | 
: i oe Pac : Bet, , » rr - 4 . | 
Sk Rites: Se See Berei %4 5 oe p 4 EF 
A i aa Ria Blt % 4 Bis Sa F Bae 
baie Bee... Ra) (8 a Feces. a ty " om, | 
| pS. Be Saget te : ae -: er  <_—* f . =a 
san 5 <n a E 4 ae 
, ; ee eS, hi bk po) Mauer Shae és et ‘ k a ae 3 
ike ak 
a ° eS ae “ee es ; es ae 
rs S. eee, | a, : ‘ Fi me. ’ 
Ege Sy Sie : i: ae d we & 
ed =e “a $3 4 = % pate - ¥ 
Sa en ha TRAIN ip te: a” * “a a “is 
| ————==i7~= a a cates Ms A a mae 4 
ts See = ee Se A . a aa 7 
Es a me et 3 £ 2 ee Ue “te ae 
a. eee eee ll OO 
; : 3 é ie . ia a , oe. 4 ss . an ‘bgt ome ’ 3 in beng ¥ 
1 pee ae Bo ae —_ | ath Tanne ae * 
eae ee 2 eS = > is mee te in 
se ‘ Soe an ro ? oa SCE Sr ‘s , 
» ges 4 Li so £ a vm, Oe - we non ee i a a 2 “yokes ah Pee 3 4 
| i. an wee oF 
| 7 a, vie ee ey ~—. 4 4 ; ae = a . 
| ag > " a, —— sO ae —_ . ee ee ae) 
5 fe 24s ‘ Me pe — a. | 
i r.. yw : = s Pi oo atgy, od i 
* be ] | 1.9% oO 'Le t | Pa eee Pee poke a | Iris 0 Tuo ‘ 
x { a | , sai 4 s Liashane Vediten a Veoasrel Lede 
A, i ; Fs agen ry, i 
a | - s ~ Ge a L 
mm es ] 2.6 2.0* wuts is. 
: 2 epee | = By * 
a am |\we Lo 
Bs Cc CDS SC*/is (aio ‘Si = 
Se ie 
a ¥ 5 
on ye d Pe 
— a 3 
te By “a a a LN ee 
Mh 2 2. Pe 
.. ~~ * ; re 
: ae A f 
t. A , 
‘3 
, , Ne = 
Pe i _ Member CBS : | 
lo — = - V——_--_— 
ee 
. « bd < e : fl - 
7 . : 5 aie 
z Je cat < e - “hs * 7 5 
. bisa ~ ce eae Ses ot Pe 2A TK iy Nhs y wligaia 
“4 Fe ee oe ee » °°, be=ciey meee 
| oe apes Satta gat ad 
Z Fo ee OO ay eas Se Pee! io ee "ie, ei ts e« eet ie 6 ea Paw hy tra 


Louse 
lose @Bvernment, Mr. Warren says is 
«\leg@i, indefinite and intangible as to 


his, J theoretical rather than real.” 
Mi da * * « 
SDurrg 


Jottings: William Benton, newly 
nfirned Assistant Secretary of 
ate for public relations, and 
pdinand Kuhn, new head of the 
YOu terim international informa- 
bn service,” are on notice from 
_ 5 Wi», Claire Booth Luce that Con- 

“ecs will be watching them, 
hough Mrs. Luce hastens to add 
st members of Congress cer- 
inly believe that a_ truthful 
nderstanding of the mind and 
1 of America by the peoples of 
e world will greatly contribute 
the maintenance of world 
ace.” . . FTC is asking the Su- 
re fe@l.me Court to reinstate its de- 
| jon, thrown out in the second 
rcuit court for New York, pro- 
biting A. P. W. Paper Company, 
ibany, from using “Red Cross” 
han MM . trademark, on the ground 
+ tim@ll.t it falsely indicates approval 
the product by American Red 
OSS. 


rding a 
pre Protector: A sharp howl from 
es C Chairman Paul Porter 


’ ompted the Senate to amend 
‘Sal, $75,000,000 airport bill to 
“Bevent Civil Aeronautics Board 


St-plugt zoning FM and television 
set wers out of existence. 

ateris Project: WPB has put its per- 
la a mnel staff to work finding jobs 
| that government and private in- 
; neu sry for dismissed employes. 
f oni pre than 1,000, many highly 
“ of bi ined in the make-up of Ameri- 
ren aie industry, have already been 
it ¥ aced. 

n whd ee 


2,015 @@frends: FCC and Press Wireless 
nk time to grips Sept. 24 on rates. 
cars f@ess Wireless says its rates are 
uring §% lower than its competitors, 
to tit FCC feels it shows too much 

pit. . . WPB is turning over 

iny of its 284 research projects, 

luding studies of penicillin, and 
Sameer new developments to other 
c Seeernment sponsors. . . FTC will 
Mumeeeicst the value of the Plasti- 
te Company’s “plastic paint.” 
WPB predicts now that import 
Memtrols are off, jewelers will be 
ing more diamonds. . . FCC 
s it is sorry it can’t reserve 
@eeme FM channels for the future, 
es interested servicemen to 
applications now, even though 
y, and engineering data, may 
be immediately available. 


N AN ADVERTISING 
IN WANTS A HOME OF 


ardless of whether YOUR 
um home” is a cozy cottage or 
nsion, “How to Plan the Home 
fe Want” will bring you up-to-the- 
.. 


me pages, profusely illustrated, 
packed full of home planning 
new equipment ideas. 


own staff of practical authori- 
a’ hose lives have been dedicated 
feiiding progress have put into 
a easy-to-read chapters the 
is and possibilities of a much 
‘ssed industry. Covering every 
ft from financing to solar 
ng, it therefore can be used as 
book on building industry 

S of ne ature, 


hi for your copy today. 


are ACTICAL BUILDER 

‘Y nm Buren Street, Chicago 5 
me! be | can’t lose—Send me “How To 
ood The Home You Want.” 


(AD 


State 
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Chilton Publications 


to Resume Prewar Size 


Ten of the business papers pub- 
lished by the Chilton Company, 
Philadelphia and New York, will 
return to prewar standard size— 
834x115, inches—effective with 
the first issues in January, 1946. 
Two, Department Store Econo- 
mist and Optical Journal & Re- 
view of Optometry, will retain 
their present sizes. 

Effective with the same issues, 
the Chilton publications will re- 


sume the use of 50-pound run-of- 
book stock. 


Maxwell Leaves ‘Life’ 
for Distributor Post 


Clair Maxwell, after nine years 
with Life, has resigned from 
Time, Inc, New York, to take over 
distributorship for Hiram Walker, 
Inc.. in Jacksonville, Fla. The 
name of his new organization will 
be Maxwell Liquors, Inc. 

Mr. Maxwell was formerly a 
partner of Charles Dana Gibson in 


the old Life magazine and con- 
summated the sale of that pub- 
lication to Time, Inc. 


Harris-Seybold-Potter 
Earns $307,750 Net 


Harris - Seybold - Potter, Cleve- 
land, manufacturer of offset litho- 
graphic printing presses and other 
products, reports consolidated net 
earnings of $307,750 for the year 
ended June 30, 1945, compared 
with net earnings of $229,601 for 
the previous year. 


cos 
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Manages KVCV 

Fred M. Stuepnagle has been 
appointed manager of Station 
KVCV, Redding, Cal., succeeding 
Ralph Bryan, who has resigned. 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 


ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 


RECONVERSION? SURE! 


ay PR rie he. sf er te Bi ag 9 eta 
PO ees OR ek MER 


THROUGH IT. LISTEN TO THIS. 


Little different angle maybe . . . but it was reconversion—and how! As agents for a large 
number of nationally known advertisers we're pretty careful how we spend our clients’ 
dollars . . . invest, is a better word .. . But | slipped ... once. . . stampeded by the sound of 
some fancy discounts ... yeah... photo-engravings. When the experience was over | was 
wiser in a lot of things .. . Y’see Joe, we're extremely careful in the preparation of copy for 
our engraver and insist that all instructions are definite and clear ... We can't afford the 
time and money for unnecessary corrections and make-overs. When finished plates are true 
reproductions of original copy ... when press proofs match the progs . . . when there's no 


last minute high blood pressure over “delivery as promised” . . . when the bill is a true meas- 


BEEN ALL 


ure of value received with no arguments over “extras” for stuff not originally “figured” . . 


when an outfit comes through month after month with the same intelligent co-operation and 
never varying quality, we know that every dollar of our clients’ money is doing a dollar's 


worth of work. Yessir Joe, that’s why I’m back with Rogers. Reconversion? Sure. Back to normal. 


ir ENGRAVING COMPANY 


2001 CALUMET AVENUE ° 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


Phone CAL 4137 . 


CHICAGO, 


ILLINOIS 


te ° . i . ’ 
—— *-yigallal ¢ ; is : we 
pes ‘ " : fy oo age . j 
a + : 5 . 
ae ; 4 - z F soll g etn Sane : - . s é Ree ai 
4 : fare, hs : pi : 4 . eS 
‘ie . Pe 
= . 
ed 
a 
~ tebe: 
east 
ee 
a Pe ‘ x 3 ‘set 
| fa > ao 
ere 
eae ees igs : 
3 
~ th aad ues 
5 ae 
ees 
| are =e eye 
} ae 
aN ees So 
| i Soe 
Se NE el 
| , 
| | Aas 
| ; x 
ee al 
bs vy 
| a es a es a Ren ee ome es Mee oo 
he 9 ea Se “ Cana s  e BRM 5 3 : ie s ‘ Pie Z e* imei 
% ‘ be things Be ‘ : Fi $i a. “a 
e : ; ‘ “ ice R ag. ¥ skies es é Z * a 
rae 3 RR eee eee pated a .. 
ae ae . , fe be Say ber ser ‘ Bec i 2 
eee ‘ ; bl eee ae ee ‘ 3B net : 
| ie ae Tie .* ’ ie sa 3 ee r ate E ee. : 
ig ‘ ‘ . j ae tay 
ae > 4 Pia hee as Oe $ a « i Rows 3 c pai? : es ‘ “- iene 
Pr 4 } J ie ee , i LBAAES ; 5 “ Ripe ae i oe se i 
ee ? me ‘ : i : eae : a oo eae 
aie Be x? sy : ee eer ee % : i é a ates ‘ Sepers Ex: = 
try Paes i ae M oe i ? ei Ce 2 
& Bes 4 co Ns Hie 4 i ae a 
oe, ft 7 ‘ Sel ae wa 4 
bia sy i Ne Re alae et oa bs i ia ee Riga = . ed se 
% a eg eS ey ‘ A ae é re c % oo *, wt te % ae 
be oS 3 a pes. TF Bike ag ‘ : : es. ta OOS ee ee } oe 
oa = ae a7 Bee. 2, : “ 
Ps oe ae on ee — : te ee a : 
Pm pa 2S aoe ae ; a es Es al ie. 
=e See SS po ea Oe 3 y eo a : ee - 4 = 
= 3 Frags oe enc oe? ne . fe oo * ; 
hig SP Se. 4 Sa ae  - * bg leas ai —— Cae a i ie 
SS er a a, SEA ee : hae oe eS oe i B 
“ hake eee : a Pia i : rig a ie ee ree, 
ie We i ee |; Re ”. i... a 
ew ae eee eee ; ey : 5 a a al nS ‘ am 
ae. oe ae ios ae j ee i 
| ee ae ee RE + 
‘ Ce a es oe: ey x sa 4 ee ai ae a = ea “ ¥ oe ane! ig 2 
ees a} ek, ee ce reer 7 
. a ee ees a ee 5 ie ‘ gre eae Saget F = 
oy ge Ae be = 5 > aaa es iy, eae “ ; , meee ete «a ee ee ae cake Fe oon 
& mk hE renee. P ee igre i ae — "eA ee a 5 SRS oe a 
’ a ae LS. i a jae ae en i ee moe 
if Sees ea Pome NA Ae a esi * ; > eS gis hw we 
; . ee) Zi - : % eS. ee E Pa foe ne 3 be 
: : : ee ae! See 5 e, tC eS, <4 a BS Gee fo So ie : a f 
- v iat “ Bese ar ae 4 f 7? Se: ee * AS: ao ee. te 
: eyes = ies SL, =e i Be: ce _ Sie oe A ane Bs 
‘ ; : Bea WRe ean so ae 7 i mee m4 he, 2 ae 
: a poets iu a ge ss ‘ > 4 ee . ae! Bee) re 
a.” ng — a 8 i fl €: = eae 7 ; b = 
* am ¥ : si ™ : *. ae ts Mm ie i MS e - e F i b. : : 
28, si 4 PY B 
‘ a : y wae smal Big, M 
Y a : i fi: a | a es F ‘ gti . Par hk ee . : ~ Sher. oe 
é : fg ‘itis = a _ -_s : OS a Agee : 3 os ie 2 { — Base tre. | > 
s oa - Gale ire ; : ae " F © Cee shi . es sae " Ta 
re tries = Set i moos = fe 55 i | pe Pe he Ba 8 “s <¥ Both? a Bod . ie oe oe a 
ie ae ee aS a Pee eC ‘ ae 
het - we ~ emesis As. ‘a Saar”. if aia oe a. : ‘ ; gg? * 
a j j ea "i. F - > gr pe vii , ay 3 
be: _ oii ee 4 MY aes ag We . Be % eae tee a i od ‘ia a 
‘ , a dag bt, © Been * 2 igeee . “% gee ss) ei eee > a al 
im x gt: Seas oe Se ae ad ee 2 es. . Pee a ‘ee ea sa 
Par BY Bry Set. a ae pean, (0 5 6 aioe eae aha é ae, i Sa i, e. " ; vas pha silt outs ee an 
“4 BIS x ‘mal peers. att ray e {gig Pa ie Tice. 1 ae ‘s a ait i ee yaa ppt. 7 bes ate % _. ‘ 8 1 ie RS epee ag rat 4 fe? ¥ faa . 
si r= Re a a ee > eal er ae ee, es, 5 ei Se pou. Ae Se 
soe Bg tama eee ee. ES ee pe eee ae ‘a SE ee et 
a ee: ~ Se ee ae  e ia rail ll ™ 
eee ae mer)... os we ~ r : a peat a pos. 2a) oe a. eS 2 joee9 pS eae ’ : 
‘ yee Oe ea x " sata . it oe he ee si ye PR ee a 7 eo Roe pica ; a 
‘ Saree. a tutte 2 Me P| & re ae Pate “ os: " / rd ae , ’ 
3 ee 2 il aoe th See a TRE Sa: a a ee i ie 
eo ane es er So Oe SO A ee es ame oe ee 
a Sy ee Bi mai : ieee. tae ™ —_— a cei. De ; 
te eee ives Gok. ee Pi Sian 8 * e s — oe RT a # PSs ; - op ice h “¥ 
ee a, a) are. oe! byen fa" - hee! ieee a le ee ee © Poe : A ee — he " TRE: & 
i S tae 2° wie aS is a. a ee 5 he 5 i ee fA GS cla a Sire aeep ES es me : eit 3 Sali 
“ i ag Sg ie eC eh rss anaes: a hs By ees se oe . .: Se jee scat o em me 
: : ay q ‘ a ee id ae he i ag ee abe iy "hae ; —— ‘ “Or a 
5 tee eae eS em os 2s Se r . Ses vg nh aiagaieaa ela ee Somme ce ‘ eis 
j ore ’ faa Benge 5 i ale 
aS EO LAAT GR Pact ed eee . “ fh a 
oe 
‘ Br a 
eae 
e 
aps 
é ee 
wet ; anal 
~ a 
; -*: < fal 
: 
ee eee a 
a 
: a 
§ bY ' ah “2 
j es er, 
ae. 4 ae 
re ‘sted 
= a. oe 
we 4 n co 
, a cA 7 ae = 
out ——= ~ : eee 
Ss : % eee 
aa a a Ye " es eae 
B Ait 2 
ease ie 
 beruan 4 6 
F HH i > as 
as " . = 
ie . 4 . ~ 
- \F- . ge 
_/ > 
ote i. 
oe ‘ 
ee 
‘z ae 
be as a 
a n , yi 
5 . Ree 
‘ce 
ie 
=£ Pe is 
uit ; 
ee 
ee Z 
| 
SS 
* . 
7 ‘ . ri = = z 
‘ peru . « ue ; . y 
» * . idl . - *. . . 
‘ , _ - ° - - £ 
eich 1 Aes ee Fee te 
. *4. a a : 
ar See r ee 7 Pad ° ‘eal 
oir Fog 0, Fh de eee re kee A Oy ee od ~ 
a? te 2p 4 ib en eee Peg ; tier Ped e . { 
e. | Ft -3 OL OS Seis ©! OU. og chi tm s . 4 
i we” 46.4 @* SS Ke Se ene SY »* ee oe - a 


54 
Retailing Course Offered 


Western Reserve University, 
Cleveland, is offering a fall course 
in retailing on four levels of study 
—a four-year course, two-year 
course, a one-year concentrated 
program or special courses as de- 
sired. The program combines 
academic study with retailing ex- 
perience in Cleveland stores. 


Perfex Schedules Radio 


Perfex Company, Shenandoah, 
Ia., maker of cleaner, on Oct. 1 
will start 52-week announcement 
schedules on Stations KMOX, St. 
Louis; KOTA, Rapid City, S. D.; 
WDZ, Tuscola, Ill.; WSOY, De- 
catur, Ill.; WTAX, Springfield, II1., 


,and KSJB, Jamestown, N. D. 
Similar schedules will begin on 
WOC, Davenport, Ia., on Sept. 24, 
and began on WCCO, Minne- 
apolis, Sept. 17... Buchanan- 
Thomas Advertising Company, 
Omaha, is the agency. 


Lynn Leaves Fertig 

Maurice Lynn has resigned as 
art director of Lawrence Fertig & 
Co., New York, effective Oct. 15. 
No future plans have been an- 
nounced, 


Snow Leaves WBBM 


Jonathan Snow, for the past 
year promotion manager of 


WBBM, Chicago, is resigning ef- 


fective Sept. 29 to enter the real 
estate business with his brother 
in suburban Detroit. No replace- 
ment has been named. 


Teletone Names Iola 


Advertising of Teletone Radio 
Company, New York, manufac- 
turer of radio-phonographs, has 
been placed with B. D. Iola Com- 
pany, New York. 


Joins Dorland 


Aileen Platt, formerly chief ac- 
count executive of Billie Gould, 
Inc., has joined Dorland Interna- 
tional-Pettingell & Fenton, New 
York, as assistant to Fleur Fenton 
on fashion and cosmetic publicity. 


Tr 
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aay a 
Gq : 
ii 


ONLY THE TIMES-DEMOCRAT HAVE 100% HOME 
COVERAGE IN DAVENPORT, IOWA—THE POPU- 
LATION, SHOPPING AND BUSINESS CENTER OF 
THIS PROSPEROUS MARKET OF OVER 200,000. 
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IMPORTANT FACTS 


Davenport’s bank deposits and debits are the 
largest in this active market. 


Davenport merchants of all types do by far the 
largest annual sales volume in the area. 


These same prosperous Davenport merchants 
always spend the major share of their entire 


advertising budget in the Times-Democrat. 


memenler The Times-Democrat are essential if you don’t want to miss 


the largest and wealthiest of the Tri-Cities and the shopping heart of the 
entire trading area. Remember, too, that only the Times-Democrat have 
substantial home delivered circulation in all three cities and the surround- 
ing rural areas of both Iowa and Illinois. 


DAVENPORT, 


IOWA 
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Reliance Runs Full-Page 
‘Help-Wanted’ Appeal 


Other Plant Expansions, 
New Postwar Sales 
Goals Announced 


Chicago, Sept. 18. — Reliance 
Mfg. Company made it clear last 
week that it is fully prepared to 
rush peacetime production of its 
nationally advertised brands of 
apparel, with 1,000-line to page 
newspaper advertisements pictur- 
ing its 18 plants and seeking 
women workers. 

The manufacturer, with plenty 
of material on hand “but thou- 
sands of idle machines waiting 
for women to operate’ them,” 
spread its story before the public 
in newspapers of major cities 
from coast to coast and carried 
the same appeal in each of the 
factory towns. The copy also is 
to run in such trade. publications 
as Daily News Record and Wom- 
en’s Wear Daily, via Ruthrauff & 
Ryan, Chicago. 


Factories Operating 


While some companies still face 
serious reconversion problems, Re- 
liance points out that while de- 
livering more than 52,000,000 
items for the armed forces it also 
was planning ahead “to be ready 
with equipment, material and per- 
sonnel to do the big peacetime 
job ahead of us.” 

“Acres of factories and miles 
of machinery are operating” de- 
spite the fact that additional em- 
ployes still are needed, the ad 
says, and Reliance expects to 
maintain in peacetime the same 
production quality which brought 
it wartime Army-Navy “E’s’” for 
excellence. Its plants, operating 
in Indiana, Iowa, Kansas, Missis- 
sippi, Alabama, West Virginia, 


Pennsylvania and Utah, prod 
workers’ clothing and men’s, woy 
en’s and children’s apparel. 


To Add Workers 


Other developments along ; 
reconversion, production and e& 
ployment fronts include the {) 
lowing: 

Bucyrus-Erie Company, S 0 y; 
Milwaukee, maker of mining x 
construction machinery, announce 
that it is retaining all of its 34 
war workers and is seeking 4 
additional employes. 

The Philadelphia plant of Bro, 
Instrument Company, division 
Minneapolis-Honeywell Regulat 
Company, with few reconversi 
problems, plans full employme 
and maximum production. Oy 
put of electronic and other stan 
ard peacetime instruments ma 
be stepped up later to meet 
expected heavy domestic and ¢ 
port demand. 


Plans New Items 


Electronic Laboratories, India; 
apolis, retaining a $10,000, 
backlog of government orde 
after expected cutbacks, is 
ready manufacturing auto 
brator replacement units for ¢ 
radios and expects to launch ne 
consumer items on the mark 
shortly. It also is producing 
lightweight, portable flashing bej 
con for airports. 

Hallicrafters Company, Chicag 
already producing high frequent 
radio receivers for civilian u 
and developing a line of hor 
radio models, plans to erect 
single-story building where 
will center its general offices, d 
velopment laboratories and pr 
duction facilities. 

Monroe Auto Equipment Cor 
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Reliance is ready with thousands of jobs 
TO WIN PEACETIME “E’s” FOR QUALITY 
just as it won Army-Navy “E's” for outstanding 
war production 
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OFFERS JOBS—Reliance Mfg. Co., 
Chicago, maker of work clothes, illus- 
trates its 21 plants in this newspaper 
ad, which offers “thousands of new 
jobs" for women for production of 
men's, women's and children's apparel. 


pany, Monroe, Mich., has an- 
nounced a $1,500,000 expansion 
program for new plants and 
equipment, to be completed be- 
fore the end of the year, for 
manufacturing shock absorbers, 
truck and tractor seats, molded 
rubber and metal-plated plastic 
products, material handling equip- 
ment and tire pumps. When full- 
scale auto production is resumed, 
it expects annual sales of $24,- 
000,000 compared with a current 
$16,000,000 rate and $3,000,000 for 
the best prewar year. 

Air Reduction Company, New 
York, plans to spend $25,000,000 
for plant improvements and ex- 
pansion, $6,500,000 of it imme- 
diately for industrial gas and dry 
ice plants and for improved ware- 
house and distribution facilities. 

Blatz Brewing Company, Mil- 
waukee, Schenley Distillers unit, 
will undertake a $3,500,000 build- 
ing program to step up plant ca- 
pacity from 1,100,000 to 2,250,000 
barrels of beer annually. Ma- 
chinery and equipment will cost 
another $1,000,000. 

Decca Records, Inc., will double 
its prewar manufacturer capacity, 
with new plants scheduled for 
Los Angeles and Chicago and ex- 
pansion of four existiny plants. 
By the end of 1946 it contem- 
plates enlistment of 50,000 deal- 
ers, compared with 25,000 prewar, 
with branches increased from 33 
to 65. 
Farnsworth Television & Radio 
Corporation, Chicago, embarking 


5 of this Market 


 $4.Petersburg 


mpo and St. Petersburg make up one 
tropolitan market with buying income 
@ quarter billion dollars annually. This 
Ficrida’s second largest market—and 
S cf this market is St. Petersburg. 


» Tampa newspaper has as much as 
) average circulation in St. Petersburg. 
b cover this city, use St. Petersburg 
WS; apers. 


IMES (M & S) and 
INDEPENDENT (E) 


Reoresented netionalivy by 


n Con Inc. 


on a $1,000,000 expansion pro- 
gram for plant, equipment and 
office facilities, has promised dis- 
tributors it will deliver new radios 
next month, radio-phonograph 
combinations in November, and 
FM sets soon after the first of the 
year, when production will start 
on two types of television sets. 
This company is working on a 
unit combining television, FM 
and AM reception, phonograph 
and wire recorder. 

Western Electric Company, 
speeding reconversion at its Chi- 


cago Hawthorne works and other 
plants throughout the U. S., ex- 
pects a postwar business volume 
higher than in any peacetime year. 
Employment at Hawthorne now 
totals 20,500, compared with 23,- 
000 on Aug. 1 and 13,000 on Aug. 
1, 1940. Greater postwar employ- 
ment will be needed to fill back- 
logs of orders for telephone equip- 
ment and other products as well 
as the major part of the equip- 
ment and materials acquired for 
AT&T’s $2 billion construction 
program. 


Johns-Manville Corporation, 
New York, plans a new research 
center at Bound Brook, N. J., 
providing the world’s largest fa- 
cilities for development of build- 
ing materials and industrial prod- 
ucts. This is the first project in 
a $40,000,000 expansion plan 
which Johns-Manville expects 
will require 25% more employes 
than were on the payrolls in its 
best prewar year. 

Briggs Clarifier Company, Wash- 
ington, D. C., reconverting within 
a single week after cancellation 
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of war contracts which used 90% 
of its productive capacity, was 
forced to cut its total force by 
55%, but advance planning with 
the WMC made possible imme- 


DEALER NEWS. 


Weekly Automotive Trade Newspaper 
etic the 11 Western States 
. lst in California (rated 2nd in Retail Sales, 
lst in Auto Registry) 

. Ist in Los Angeles County (rated 8rd in 
Retail Market Area, Ist in Automotive 
Market) 

. lst to Service Stations, Car Dealers, Auto 
Repair Services in 11 Western States 

Main Office—ii2 W. 9th St., Los Angeles 15 
San Francisco (5), 681 Market 


Che 


‘ ido by Vv. J apeen jr, Jecksonville 
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HE'S THE CALMEST 


MAN IN AMERICA / 
o. HE BASES ALL HIS SCHEDULES 


ow THE MARKET WIDE INFLUENCE 
or THE OREGONIAN / 


Quie® 


gent 


look from The Oregonian’s market-wide influence and 
circulation leadership. With products to sell again, you get 
that “just the ticket” feeling in reaching the great Oregon 
market. And in The Oregonian you tap the whole Oregon 
market—the rich Portland outlet plus the even richer 


surrounding trade area. One potent medium does the trick! 


——— 


DP ait 


Yes, wise space buyers get that “cat that swallowed a canary” 


"If you aren't in The Oregonian, 


you aren't in the Ore gon market.’ 


PORTLAND, OREGON 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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diate referral of most of the dis- 
missed employes. It sees imme- 
diate civilian needs for oil filters 
four times greater than the pre- 
war peak, and will also manu- 
facture new ceramic and other 


products developed during the 
war. 
Crosley Corporation, with the 


first Shelvador refrigerators al- 
ready rolling off the production 
line, plans a 1,800-unit daily pro- 
duction schedule after completion 
of a $2,000,000 plant expansion 
program at Richmond, Ind., where 
it also will produce home freezers 
and other refrigerator products. 


Three Join Frankel 


Gladys R. Arnold, formerly 
with Craig E. Dennison Advertis- 
ing, Chicago, has been appointed 


production manager of Jones 
Frankel Company, Chicago. 
Jeanne E. Heavey, formerly with 
the copy department of Carson 
Pirie Scott & Co., Chicago, has 
joined the agency, and Mildred E. 
Kalberer, formerly office manager 
of Loomis & Hall, Miami, has 
joined Jones Frankel in a similar 
position. 


Lyons to Cincinnati 

Douglas S. Lyons has been ap- 
pointed sales manager of the Ho- 
tel Sinton, Cincinnati. He was 
recently released from the Ma- 
rines, and formerly was connected 
with Cleveland hotels. 


Two Return to Fawcett 


Jess B. Benton and Harold E. 
Kelly, recently with the Army, 
have returned to the art staff of 
Fawcett Publications, New York. 


For New Orleans’ 


featured 
entertainers... 


For educational programs 
sponsored by a great university... 


Folks turn first to - 


NEW ORLEANS 
LOYOLA UNIVERSIT 


DEPARTMENT OF 


THE GREATEST 


SELLING POWER 


IN THE SOUTH'S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 


Shulton Schedules 
135 Newspapers 
tor Old Spice 


New York, Sept. 18.—Shulton, 
Inc., manufacturer of Early Amer- 
ican Old Spice and Friendship’s 
Garden toiletries and Leigh per- 
fumes, is promoting Old Spice toi- 
letries for women in 153 newspa- 
pers nationally during September. 

Captioned “Abundance is in 
sight,” copy carries a message 
signed by William L. Schultz, 
Shulton president, which points 
out that “Now America turns its 
might to the American way of 
abundance and today our 
country’s first interests are full 
employment and bountiful pro- 
duction,” adding that the com- 
pany’s plans are well under way 
to provide “with all possible 
speed” increasing supplies of Early 
American Old Spice toiletries. 

About one-third of the ads carry 
a drawing of the Old Spice lady, 
a trademark of Old Spice toi- 


Advertising Age, September 24, 9% 


letries for women. Other illus- 
trations are small line drawings of 
Early American Old Spice prod- 
ucts. 

This is the second newspaper 
campaign scheduled by Shulton, 
Inc., the first having been 
launched during August to pro- 
mote Early American Old Spice 
shaving requisites for men (AA, 
Aug. 13). 

Wesley Associates, New York, 
handles the account. 


McCann Adds Six to 
Minneapolis Staff 

McCann - Erickson, Inc., has 
added six members to its Minne- 
apolis staff: Algot Swanson, for- 
merly account man with BBDO, 
Minneapolis, as account man; Wil- 
liam Nordquist, traffic depart- 
ment; Karl Vollmer, recently re- 
leased from service and former 
copywriter for Young & Rubicam, 
New York, copy department. 

Also, Vance Higgs Jr., formerly 
an air forces major, and previ- 
ously with H. W. Kastor & Sons 
and KMOX, St. Louis, as associate 
director of public relations; Monte 


." | 


Johnson, formerly with the Arm, 
air forces, and the RCAF, art de. 
partment, and William Craigie 
formerly in the Marines, to th 
production department. Don A'ley 
member of McCann’s art staff fo; 
two years, has been named as: ist. 
ant art director. 


Rejoins Owens-Illinois 

Eugene F. Bertrand, former) 
manager of the pharmaceu‘ic;| 
and proprietary division of Owens. 
Illinois Glass Company, Toled 
and for the past year and a hal 
with the WPB, has rejoined the 
company as sales manager of the 
drug and chemical industries divi. 
sions, 


To Savage & Talley 

Alan Brickwood, for the pay 
nine years production manager 0; 
Keelor & Stites Company, Cin. 
cinnati, has joined Savage & Tal. 
ley, Cincinnati, in a similar ca. 
pacity. 


Miller Joins Bradley 

Miles D. Miller has resigned 
from WPB to become assistant to 
the sales manager of Milton Brad- 
ley Company, Springfield, Mass. 


you... you 


“But il a.m. 


Is 


illiterate!” 


Of course, nobody but Thistlewaite ever would make the 


mistake of advertising to children on week-day mid- 


nately “city” station. 


mornings! But we all know there are other less glaring 
errors possible to the user of spot breadcasting; mistakes 
such as appealing to housewives when their menfolk are 
monopolizing home receivers for a competing sports 


news broadcast, or aiming at farmers with a predomi- 


The avoidance of such pitfalls is only part of “Free & 


Peters Service” to spot broadcasters. If you're consider- 


| 
| ing “spots” —the most difficult but the best - paying 


branch of radio — a telephone call will start it rolling 


| 
| in your direction! 
| 


Franklin 6373 Plaza $-4130 


FREE & PETERS, rc. 


Pioneer Radio Station Representatives 


Since May, 1932 


CHICAGO: 180 N Michigan NEWYORK: 434 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter HOLLYWOOD: 633; Hollywood ATLANTA: 322 Palmer 


Cadillac 1880 Sutter 4353 
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Nationwide Drive 


Planned to Boost 
Keyko Margarine 


Detroit, Sept. 18.—Shedd-Bar- 
tus) Foods, Inc., considered one 
of the larger organizations in the 
national food field since its ac- 
quisition early this year of the 
B. S. Pearsall Butter Company, 
Elgin, Ill., will launch a fall and 
winter advertising campaign for 
its Keyko margarine next month 
which will embrace newspapers, 
magazines and radio. 

Regular insertions will be made 
in some 65 newspapers in large 
and medium-size cities across the 
country. In addition, color pages 
are scheduled in Sunday news- 
paper supplements in Boston, New 
York, Pittsburgh, Detroit, St. 
Louis and Chicago. Fall and win- 
ter promotion also includes full- 
page ads in Good Housekeeping 
and Woman’s Day. 


Will Use Spot Radio 


Spot announcements are planned 
on approximately 30 radio sta- 
tions in key marketing centers, 
including Philadelphia, Baltimore, 
Omaha and Kansas City. 

With the purchase of the Pear- 
sall company, whose name has 
been changed to Shedd-Bartush 
Foods, Inc., of Illinois, the De- 
troit firm’s margarine production 
has been increased about 70%. 
The Pearsall margarine’ trade 
names—Elgin and Algood—have | 
been dropped and their quota of | 
egetable oils and other raw ma- |} 
terials channeled to Keyko out-| 
put. 

“The absorption of the Pearsall | 
distributing organization into the | 
Shedd-Bartush setup is enabling | 
us to market Keyko throughout | 
that portion of the country east of | 
the Rockies as well as a few 
points on the West Coast,” C. B. 
McCord, Shedd-Bartush general 
sales manager, told ADVERTISING 
Acre. “Nationwide distribution of 
Keyko will be followed, as soon 
as possible, by the marketing of 
our Old Style sauce and other 
products on a similar basis.” 

Fred M. Randall Company, 
troit, is the agency. 


De- 


Joins Norman D. Waters 


Sanford Maizel, recently a lieu- 
tenant in the Army air forces, has 
joined Norman D. Waters & As- 
sociates, New York, as account 
executive, 


becuse € gre 
FOR. 


UR FIRM’S FILMS. 


et DeVRY help you bring your institutional aad 
ining films to the attention of Schools, Colle 

hive rsities, Church, Civic, Agricultural and o 4 
uential groups. You get FREE listing in 15,000 


Oil-O-Matic Promotes 


E. E. Frederick, manager of the 
ordnance facilities of Williams 
Oil-O-Matic division of Eureka 
Vacuum Cleaner Company, 
Bloomington, IIll., since October, 
1944, has been appointed national 
service manager. 


Buy Butler Papers 


The Butler Associated News- 
papers of Marin County, Cali- 
fornia, have been purchased by 
Ralph Rivet and Harold P. Yerke 
of Vallejo, Cal. The new owners 


took over control of four papers— 
San Anselmo Herald, Fairfax Ga- 
zette, Larkspur - Corte, Madera 
News and West Marine Star. Harry 
R. Butler, former owner, con- 
tinues as publisher. 


Heads Baker Sales 


Harold W. Feuchter, head of the 
New York office of J. T. Baker 
Chemical Company, Philipsburg, 
N. J., has been appointed division 
sales manager of laboratory chem- 
icals. Warren F. Schumacher, 
New Jersey representative, will 
head the New York office. 


To Glasser-Gailey 


Fay Foster Sportswear, Los An- 
geles, has appointed the Los An- 
geles office of Glasser-Gailey & 
Co., to handle the account. A 
national campaign will begin with 
a color page in the December 
Vogue, with a trade series be- 
ginning in the November issue of 
Women’s Reporter, 


Ambro Agency Named 


Ambro Advertising Agency, 
Cedar Rapids, Ia., has been named 
to handle the industrial promotion 


o/ 
campaign for Iowa to be spon- 
sored by the recently-established 
Iowa Development Commission. 
The commission has aproved an 
expenditure of $4,500 for the next 
three months. 


- 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
SINCE 1928 


LOS ANGELES 


RUSS BLDG. 


SAN FRANCISCO 
GARFIELD BLDG. j 


*JACK VAN COEVERING 
Wild-Life Editor 


“beat”’ 


S 


HE 


Michigan’s 11,000 lakes, 5,000 
miles of rivers and 2,000 miles 


of Great Lakes coastline are the 


of Jack Van Coevering. 


Armed with only a camera Jack will sit 


patiently for hours in some one of Iosco 


County’s thickets to snap an elusive cardinal 


or an odd colored chickadee, just for 


“copy. 


Clad in waders he’ll splash into the famous 


alo gs annually. You get audience 2, eee. 
ite for specific plan to assufe your films max- 


lum showings... NocoSteese OK 


0 obligation. DeVRY COR- 
RATION, Mii <fimitage 
Chicago 1 


venue, 


YOUR BEST BUY—A DeVRY 


For Sales, Industrial and 
Training paoreces select the 
3-purpose DeV 
a sa ely rojects Boh sound 
ane ent films; shows 

black and . ite and 
abby films without extra 
equipment; 3 affords pon. 
able PUBL ADDRESS 
SYSTEM— indoors or out. 
Ba ot your own movies =r a DeVRY 16mm. 
e:a— choice of the Nation's professionals 
Mt cit personal filming. 


S-time wine 
A y -Navy = 
wardformo- Gili © Baus 
ctare sound “ 
'P nent. 


INATORS & IMPROVERS OF PORTABLE 
1ON PICTURE EQUIPMENT... SINCE 1913 


deer hunters begin 


Michigan’s woods, all eager for the 


Au Sable River to flick a fly at a wily rainbow. 
Or, up on Saginaw’s bayous on a grey October 
morning, you may find him laden with decoys 
to lure a mallard’s flight across the dawn. 
Then, when two hundred thousand red clad 


the annual trek north to 


“mighty 


JOHN 


rendered be any Milaricen newspaper a the year 


1944.” Pulitzer Medal Award to The Detroit Free P 


te i tt il a ods 


CHASES 
CHICKADEES 


RAINBOWS 
FAUNA & FLORA 


buck”’, 


Jack will be there to get the story. 


To Michigan’s sportsmen and women (and 


they are legion), Jack 


Van Coevering has 


become companion, friend and authority on 


the Great Outdoors, through his ““Woods and 


Waters”? column 


The 


Detroit Free Press. 


But Jack is more than an authority on wild 


life. In his writing soul is all of the mysticism 


of the poet. For, in a paragraph he can picture 


the unfolding of a trillium or describe a 


meadow lark’s song, 


with 


the artistry and 


imagery of a Wordsworth. 


Yes, Jack Van Coevering is Wild-Life 


Editor of The Free Press, 


makes this newspaper 


most-wanted 


S. KNIGHT, PUBLISHER 
“A DYNAMIC PAPER SERVING DYNAMIC DETROIT” 


one of a staff who 


best-read. best-liked, 


in the area. 


Che Detroit Free Press 
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Monogram Switches 
Monogram Company of Cali- 
fornia, San Francisco paper prod- 
ucts firm, has been reincorporated 
with $500,000 capital, and one- 
half interest has been sold to Lion 
Match Company, New York. Perty 
Baker, formerly owner of Mono- 
gram, is president and general 
manager, and Monroe Greenbaum, 


vice-president of Lion Match, is 
vice-president and treasurer. 
Issues Tokyo Edition 

The Sporting News, St. Louis, 


national sports weekly, published 
a special Tokyo edition dated 
Sept. 6, 7,500 copies of which were 
flown to Japan for distribution to 
American troops. The special is- 
sue was made possible by actor 
Joe E. Brown and his All-Pacific 
Recreation Fund. 


Common Sense 


reaches an audience 
interested in 

the world’s progress 
For advertising rates: 


10 East 49th Street, New York 17, N. ¥. 


George H. Phelps, 
Maxon Executive, 
Dies in New York 


New York, Sept. 18.— George 
Harrison Phelps, 62, vice-presi- 
dent of Maxon, Inc., and an ad- 
vertising executive since 1914, 
died Sept. 15 at Doctor’s Hospital 
here. 

Born in Massachusetts and a 
graduate of Cornell University, 
Mr. Phelps spent the first ten years 
of his business life in the auto- 
motive industry. After working 
in managerial positions with Buick 
Motor Company and Studebaker 
Corporation in Boston and New 
York, he became advertising di- 
rector for Dodge Brothers, Inc. 

In 1921 he founded his own ad- 
vertising agency, George Harri- 
son Phelps, Inc., in New York. Ten 
years later, he became president 
of Dorland International, New 
York agency specializing in for- 
eign accounts. After several years 
in investment brokerage work, 
Mr. Phelps returned to advertis- 


ing as president of George Harri- 
son Phelps Ltd., London. 

He joined Maxon in 1939 as a 
vice-president, and at the time of 
his death was in charge of Gen- 
eral Electric Company’s electron- 
ics division account. 


AMBROSE WECHSELBERGER 
Evanston, Ill., Sept. 18. — Fu- 
neral services were held here 
today for Ambrose H. Wechsel- 
berger, 53, retired mail order 
executive, who died yesterday. 
Mr. Wechselberger was man- 
ager of the jewelry division, 
Montgomery Ward & Co., for 24 
years, and then for two years was 
assistant to the vice-president in 
charge of merchandise, Sears, 
Roebuck & Co. He retired and 
moved to Florida two years ago. 


WILLIAM K. HOLLAND 

St. Louis, Sept. 18.—William K. 
Holland, 43, for the past 12 years 
advertising director of the Union 
Electric Company of Missouri, 
died Sept. 11. 

Before joining Union Electric, 


THE LARGEST NET PAID ABC 
HOSPITAL CIRCULATION 


in the entire field is provided 
by HOSPITAL MANAGEMENT 


The chart at the right illustrates 


our 70% 
—net paid ABC 


and a half years. 


HOSPITAL 


MENT ’s circulation is concentrated 
where you want it—among hospitals. 
1945, ABC 


statement and you will find 88.17% 


Analyze the June 30, 


of its total net paid circulation dis- 
tributed to hospitals—5,872 copies— 
the largest net paid in the field. 
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Mr. Holland was. assistant to 
Dempster McMurphy, vice-presi- 
dent in charge of public relations, 
Middle West Utilities Company, 
Chicago, and previously was in 
the public relations department of 
the American Telephone & Tele- 
graph Company, New York. 


GEORGE W. KETCHLEDGE 

New York, Sept. 18.— George 
W. Ketchledge, vice-president and 
New York office manager of 
Thomson Symon Company, Terre 
Haute, Ind., died here of a heart 
attack Aug. 26. He was a captain 
in World War I, and before join- 
ing Thomson Symon was con- 
nected with Donaldson Litho- 
graphing Company. 


HENRY C. TRAUTE 

Seabright, N. J., Sept. 18— 
Henry C. Traute, 79, manager of 
the book match department of 
Diamond Match Company, New 
York, for the past 50 years, died 
at his home Sept. 7 after a year’s 
illness. He started with Diamond 
in 1894, a year before the com- 
pany bought the patent for the 
small, flexible book matches, 
wooden matches being in use then. 

The first book matches were 
bulky and had striking surfaces 
dangerously close to the match 
heads. Mr. Traute, appointed head 
of the new department, was in- 
strumental in changing the strik- 
ing surfaces to the outside, re- 
duced the size to 20 matches to 
each book and started the slogan, 
“Close Cover Before Striking.” 


EDWARD B. SACHS 


New York, Sept. 18.—Cpl. Ed- 
ward B. Sachs, 29, formerly as- 
sistant advertising manager of 
the dramatic department of the 
New York Journal & American, 
and adopted son of Samuel Young- 
heart, vice-president of War- 
wick & Legler, died at Le Havre, 
France, on Aug. 13, while waiting 
to return to the states. He had 
been overseas 43 months, serving 
with the engineers. 


JOSEPH M. SCURRY 

Peoria, Ill., Sept. 18.— Joseph M. 
Scurry, 42, in charge of the adver- 
tising copy service department of 
Peoria Newspapers, Inc., died Sept. 
16 at St. Francis Hospital here. 
Mr. Scurry joined the sports de- 
partment of the Peoria Star about 


25 years ago and later became 
| 


.- WHAT IT MEANS 
TO YOU 


Here is a vital message which you, as a Milk customer, should be 
familiar with. It concerns our present Every-Other-Day Deliv 
ery system, What you may not realize is that it has been « major 
factor in keeping Milk prices down to present levels. Since Pearl 
Harbor, there has wally been a substantial increase im the 
ar oprbcgestte boven Prva yet only a very minor increase 
in the price of Milk! By cutting Milk deliveries im halves, we cur 
mileage pry - resulting in operational savings ( while bene. 
fiting labor's inc uhers that show in your Dil bil right wow. Had 
the Milk industry instituted the same 9 ogram in prewar days, 
it is entirely — that we could hav red: 

of Milk. The continuance of Every Oke: y 
mutua | economes will certainly prove an important influence is | 
maintaining present Milk prices. In fact, so hearty has been our 
customers’ endorsement of LQ. that they agree it would be | 


mutually Leneficial to maintain it as an established policy of the 
Milk Industry. 


THE MILK INDUSTRY 
of New England 


dveny Orntea Dar oeiiverr 
MEANS EVERY Oar ECONOMY 


PRICE TALK—Maintenance of present 
milk prices is the message of this news. 
paper copy in which the Milk Industry 
of New England aims to sell consumers 
in that area on continuance of every. 
other-day milk delivery. 


promotion manager for the news- 
paper. Following the consolida- 
tion of the Star and Journal- 
Transcript in 1944, he took charge 
of the service department. 


KNX, KIT Win Awards 


in West Coast Contest 


Stations KNX, Los Angeles, and 
KIT, Yakima, Wash., were award- 
ed silver plaques last week in th: 
West Coast contest for the best 
programs commemorating the 25th 
anniversary of radio broadcasting 
in America. The contest wa: 
sponsored by H. A. Bell, head of 
the Packard-Bell Company. 

Competing in the contest were 
39 stations in California, Oregon 
Washington, Arizona, Utah, Idah 
and Colorado. Two sets of awards 
were offered, one to stations o! 
5,000 watts and over and the othe: 
to those under 5,000 watts. Pa- 
cific Advertising Association clubs 
served as regional judges and 
finalists were chosen by Irvin 
Borders, Los Angeles Advertising 
Club president; Arch Obole: 
radio writer-producer; William L 
Lawrence, program producer; 
Fred R. Kerman, vice-president 
Pacific Mutual Life Insurance 
Company, and Dan B. Miner, ad-® 
vertising agency executive. 


Meet 
JOE BECK 


DIRECTOR OF 


TELEVISION at WTCN 


® (For six years owner and 
director of Beck School for 
Radio and Recording Studios: 
producer of hundreds of 
transcribed and live radio 
theatrical and _ industria! 
sound film productions; win 
ner of two national play 
writing awards. ) 


.WTCN will be ready when Television becomes an everyday 


ny of American life! Mr. Beck has already prepared a working 
of authentic information and detail with the answers to th: 
“How Can Television Serve My Business.” 
vited to avail yourself of this service. Address J. H. Beck, Directo: 


question, 


of Television. 


The Great Minnesota (and Wisconsin) audience demands, deserves and GETS the best in radio 


LY VS pd 


You are in 


MINNEAPOLIS « ST. PAUL, MINNESOTA 
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AMERICAN BROADCASTING CO. 


FREE AND PETERS National Representatives 
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Hunt, California 
Conserving Merge 
Under Hunt Name 


San Francisco, Sept. 19.—The 
merger of two of the oldest and 
largest food packing companies 
on the Pacific Coast—Hunt Foods, 
and California Conserving 
Company—was announced here 
today by ‘Norton Simon, chair- 
man of the board, Hunt Foods, 
and M. E. Wangenheim, president 
if California Conserving. Follow- 
ing approval by stockholders of 
the companies, the merged firms 
will be known as Hunt Foods, 
Inc. 

Combined operations of the 
companies will produce a _ sales 
olume in excess of $30,000,000. 
Hunt sales for the year ended Feb. 
98 total $19,264,263, largest in the 
55-year-old company’s history. 
California Conserving’s sales for 
the year ended June 30 amounted 
to $10,802,588, a substantial in- 
crease over 44, California Con- 
serving is 86 years old, and is 
said to be the largest catsup manu- 
facturer on the Pacific Coast and 
the second largest pickle packer 
in the country. In addition, it 
packs chili sauce and other con- 
diments which will supplement 
the Hunt line. 


T , 
inc., 


Promotes Tomato Sauce 


Hunt packs canned _ peaches, 
herries, pears, apricots and other 
fruit and vegetable products, and 
ecently has won a_ national 
eputation with its extensively 
advertised tomato sauce. 

The merger follows two other 
major food company acquisitions 
yy Hunt Foods. 
Food Products Company, a pio- 
neer in the manufacture of spa- 
shetti, egg noodles and macaroni, 
was bought outright by Hunt 
Foods last March, and Hunt 
ought controlling interest of the 
Rocky Mountain Packing Corpo- 
ration, one of the largest proces- 
sors in Utah of peas, tomatoes and 
frozen foods, last July. 

Before his affiliation with Hunt 
Foods, Mr. Simon, who is 38, was 
president of Val Vita Food Prod- 
ucts Company, which rose under 
his Management to an important 
place in California packing from 
a small start in 1931. 


List Surplus Boat Sales 


Boating Industry, St. Joseph, 
Mich., has compiled a complete 
list of surplus boats which have 
veen sold by the War Shipping 
Administration up to date. The 
listing includes the name of the 
sjoat, dimensions, buyer and the 
brice paid, and has been sent to 
manufacturers, builders, agencies 
and government offices. 


OLLINS, MILLER & 
HUTCHINGS 


"HOTO-ENGRAVERS 


107 North Michigan Avenue 
Chicago 1, Illinois 


The Fontana) 


34 Advertising Age, September 24, 1945 


Lund Heads Troy Sales 


J. Herbert Lund, formerly sales 
manager of Kropp Forge Com- 
pany, Chicago, has been appointed 
sales manager of the Troy Laun- 
dry Machinery division of Ameri- 
can Machine & Metals, East Mo- 
line, Ill. 


Squibbs Promoted 


H. A. Squibbs, assistant general 
manager of sales in Chicago of 
American Steel & Wire Company, 
United States Steel subsidiary, 
has been promoted to assistant to 


the vice-president in 
sales. C. T. Gilchrist, 
of the manufacturer’s 
sales division, 
Squibbs. 


charge of 
manager 
products 
succeeds Mr. 


Offers Business Guide 


Foremost Books, New York, has 
published “How to Start Your 
Own Business,” discussing specific 
opportunities today for operating 
one’s own concern. The book lists 
necessary experience, operating 
costs, capital and opportunities 
for many different enterprises. 
The regular edition sells for $1.98. 
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been with RAF Advertising 
Agency and Jewett Art & Produc- 
tion service. 


Join O. S. Tyson 


William E, Neagle Jr. and John 
J. Walsh have joined the produc- | eee ees 
tion department of O. S. Tyson & | . : 

Co., New York. Mr. Neagle, re. | Davis Joins Kudner 
cently discharged from. service, | Tyler Davis, formerly with the 
was formerly with William H. Chicago office of J. Walter Thomp- 
Wise & Co., and BBDO. Mr.|s0n Company, has joined Arthur 
Walsh, recently with Hyatt Roller | Kudner, Inc., New York, as an 
Bearing Company, had previously 'executive in marketing. 


GIBBONS 


ADVERTISING 


KNOWS CANADA 
J.J. GIBBONS LTD. 


SAY STSeeT 
WINNIPEG 


MERCHANDISING 


TORONTO MONTREAL REGINA CALGARY EQMONTON VANCOUVER 
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YOU CAN’T TEAR HER AWAY FROM 


Seventeen 


—she goes overboard for the products featured in the 


magazine she believes in. One advertiser reports over 


20,000 coupon returns from a one-issue sale of 700,000. 
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Fitch Tests Copy for 
Quinoil Hair Tonic 

F. W. Fitch Company, Des 
Moines, Ia., is testing newspaper 
copy introducing a new hair tonic, 
Fitch’s Quinoil, which combines 
“five essential oils” and is “Not 
too thin—not too oily.” Free 
samples are offered by the com- 
pany. 

Following conclusion of the 
current test, a separate appropria- 
tion will be set up for Quinoil 
and a national campaign will be 
launched. L. W. Ramsey Com- 
pany, Davenport, Ia., handles the 
account. 


Bishop Rejoins Anfenger 
George R. Bishop has returned 


to Anfenger Advertising Agency, 
St. Louis, as director of research. 


ST.<«3 43 SE F*F 


MISSOURIS "MARKET 
pd 


ST. JOSEPH NEWS-PRESS 
St. Joseph GOnzette 


Co-ops’ Sales 


Over $6 Billion, 
NTEA Reports 


Co-ops and Tax 
Equality Group 
Continue Battle 


Chicago, Sept. 19.—By no means 
content to bide their time until 
next month, when a joint Con- 
gressional committee on internal 
revenue problems is expected to 
report on co-op taxation, lobby- 
ing organizations of the co-ops 
and business men who attack co- 
ops are continuing their embit- 
tered battle. 

The National Tax Equality As- 
sociation here has released a 20,- 
000-word research study on “Sub- 
sidized Cooperatives in the Mar- 


” 


Advertising Age, September 


keting Field,” attempting to show 
that, in the postwar period, mar- 
keting co-ops “which pay little 
or no federal income tax on their 
earnings, will control the major- 
ity of business in the processing 
and distribution of farm produce.” 

At the same time, the National 
Association of Cooperatives has 
begun distribution through urban 
and rural co-ops of a 10-page 
pamphlet, “Sneak Attack on GI 
Joe,” in which a recent NTEA 
picture of the danger co-ops hold 
for returning servicemen is given 
a good going over. 


Gives Producer Figures 


In its long study, the tax equal- 
ity group sets at $6% billion the 
total business done by coopera- 
tives in 1944. Breaking this down, 
it estimates 533 cotton co-ops with 
258,000 members did $189,000,000 
in sales; 2,286 dairy co-ops with 
702,000 members did a $1,203,000,- 
000 business; 968 fruit, vegetable 
and nut cooperatives with 209,200 
members transacted $797,000,000 
in business; 2,311 grain, dry beans 
and rice co-ops with 452,000 mem- 


“Outdoor Life deserves public commendation 


for this far-sighted and constructive campaign’ 
Says GLENN L. MARTIN 


Pioneer in the development of flying 
boats of which the mighty Martin “Mars” 
is today’s best known and most striking 


example. 
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.. friends you would like to have, too. 


Outdoor Life 


mh x0 of aitoriminating sweets 


COMBINATION—Now appearing in Pacific Coast cities is this 24-sheet poster 

promoting Laura Scudder's Mayflower potato chips. 

Kodachrome by Marcel Olis, with the children's figures painted in. Davis and 
Beaven, Los Angeles, is the agency. 


The basic design is 


bers had a volume of $1,178,000,- 
000; 642 livestock groups with 
636,000 members sold $747,000,- 
000 worth of livestock; and to- 
bacco, poultry and wool and mo- 
hair co-ops did a $316,000,000 
volume. 

NTEA emphasizes that coop- 
erative business volume is no 
longer small and no longer needs 
a subsidy in the form of tax ex- 
emptions, as might once have 
been true. Continued freedom 
from income taxation, it declares, 
will drive competing industries 
out of business and “liquidate the 
private enterprise system.” 


Rebuts Serviceman 


National Association of Coopera- 
tives in its booklet seeks to rebut 
an NTEA charge that returning 
veterans, who obtain government 
aid in setting up their own busi- 
nesses, will “lose their savings, 
their GI loans and their shirts as 
well” in competing with co-ops. 
The co-op booklet asserts that the 
NTEA pamphlet, which was 
widely distributed among mid- 
western farmers through NTEA 
affiliated organizations, serves 
only to mislead soldiers and to 
undermine their morale. 

The 750,000 veterans who re- 
turn to farming, the co-op as- 
sociation says, will soon “become 
patrons and members of their 
own cooperatives if they follow 
the example of progressive busi- 
ness men in both city and coun- 
try,” and once becoming co-op 
members, “they will shortly find 
themselves under attack by 
NTEA.” 


HAILS JAP CO-OPS 

New York, Sept. 19.—Murray D. 
Lincoln, president, Cooperative 
League of the U. S. A., has urged 
that the United States attempt to 


give aid to Japanese cooperatives, 
called “the most powerful factor 
available for building economic 
democracy” in Japan. 

Mr. Lincoln asserted that before 
the war Japan had 15,328 co-op 
associations with a membership 
of 6,842,000 and a working cap- 
ital of approximately $2% bil- 
lion. 


Electromaster Names 
Blanchard Ad Manager 


Roy B. Blanchard, an adver- 
tising executive with the Chrysler 
and Plymouth divisions of Chrys- 
ler  Corpora- 
tion, Detroit, 
for the past 
five years, has 
been appointed 
director of ad- 
vertising of 
Electr o- 
master, Inc., 
Detroit, maker 
of electric 
ranges and 
water heaters. 
“i Mr Bian. Roy Blanchard 
chard was sales promotion man- 
ager of the Norge division, Borg- 
Warner Corporation, and prior to 
that was an advertising execu- 
tive with Buick Motor division 
of General Motors Corporation. 


Cobb Elected Director 
P. M. Cobb, sales manager, 


Western Pipe & Steel Company, 
San Francisco, has been elected a 
director, succeeding the late O. B. 
Perry. 


Account Placed with R&R 


Ruthrauff & Ryan, Chicago, has 
been appointed as agency for 
Automatic Transportation Com- 
pany, Chicago, manufacturer of 
Automatic electric industrial 
trucks and motorized Transporter 
handtrucks. 


* 
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Through the years, sales messages planted in 
f the P. M. MIND have produced extra results 


... because of the inquisitive, interested, active 


character of Popular Mechanics’ man-audience. 
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New Orleans May 


Set Up Own Mart, 
Industrial Fair’ 


New Orleans, Sept. 19—A New 
Orleans Merchants Mart and In- 
dustrial Fair, similar to Chicago’s 
famed Merchandise Mart and 
Trade Shows, is under considera- 
tion by prominent business inter- 
ests here, it was learned this 
week. 

Major financial supporters of 
the enterprise, it is said, would 
be technically the same group 
which founded International House 
here, a $500,000 non-profit or- 
ganization for the development 
of international good will, par- 
ticularly with Latin American 
countries, 

International House is not a 
dormitory for foreign visitors, as 
the name might imply, but a 
social “host house” located in its 
own seven-story building in the 
heart of downtown New Orleans. 
Three floors are devoted entirely 
to club house facilities. Also in- 
cluded are offices, libraries and 
conference rooms, large lounge, 
main dining room and five private 
dining rooms, and an assembly 
hall large enough to accommodate 
a group of 300 persons. 


Orders Are Banned 


However, no industrial or com- 
mercial displays are permitted, 
and solicitation of any orders is 
strictly taboo while the foreign 
visitors are guests of Interna- 
tional House. As a result, New 
Orleans company officials believe 
many of the buyers go on to Chi- 
cago or New York and spend their 
money for products or services 
offered in those cities. 

To combat this business loss, 
directors of the New Orleans In- 
ternational House, with others, 
are said to have decided to set up 
the city’s own commercial and 
industrial displays, where actual 
rders may be taken and trade 
information exchanged, thus 
bringing this extra revenue to the 
New Orleans area. 


sidered for the mart and indus- 
trial fair is the Baldwin build- 
ing, diagonally across Camp street 
from International House. It 
would be completely renovated 
and redecorated, with floor plans 
that would permit commercial, 
industrial, commodity and service 
displays. 


Edison Names Nagel 

H. W. Nagel, member of the 
lectric water heater sales di- 
vision of Edison General Electric 
Appliance Company, has been ap- 
ointed manager of the Chicago 
ales district. 


undquist Promoted 

H. C, Lundquist, manager of 
ales operations for the ethical 
istribution division of William R. 
Varner & Co., has been promoted 
0 general office manager of War- 
ler and its subsidiaries. 


MISSIONARY MEN 
AND SALESMEN 


when you need them... 
where you need them... 
with or without cars 


Con plete facilities throughout U. S. and Canada 


AD’ AB 
Ac'vertising Distributors of Am. 


NEW YORK: 400 Madison Avenue 
CHICAGO: 20 East 8th Street 
ST LOUIS: 1918 Washington Ave. 
* B'CRONTO: 1162 Dundas Street W. 


The site reported being con-' 


Promotes ‘Minnow’ 


The marine division of Ellwood 
Products Corporation, Ellwood 
City, Pa., will promote a new, 
lightweight boat, the “Minnow” 
built to retail at about $40. The 
boat will be merchandised by re- 
tailers from coast to coast. 


Copifyer Moves 


Copifyer .Lithograph Corpora- 
tion, Cleveland, has purchased and 
occupied the Corday & Gross 
building, 1771 E. 24th St. 


CED Adds Borden 
Figures to New 
Handbook Edition 


New York, Sept. 19.—Addi- 
tional information clarifying the 
problem of determining the ac- 
curate ratios of advertising to net 
sales has been incorporated in 
the latest edition of the “Hand- 
book for Retailers” published by 
the Committee for Economic De- 


velopment. 

The addition, made at the sug- 
gestion of the retail committee of 
the Bureau of Advertising, ANPA, 
contains a detailed chart from 
Neil H. Borden’s book, “The Eco- 
nomic Effects of Advertising.” 

This chart differs with figures 
used in the earlier editions. The 
latter, for example, quotes 1.4% 
as the highest average expendi- 
ture for a retail firm having an 
annual volume of $100,000 to 
$300,000, whereas Mr. Borden’s 
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chart reports that a typical spe- 
cialty store spends 6.53% of net 
sales for advertising and a de- 
partment store, 5.1%. 


avensses 
> a sess 


TET 
ae 


431 5S. Dearborn St., Chicago 3, [lines 


\o?- 
WEARS 


4,000,000 AUTOMOBILES 


4 ANGELS INDUSrpy 


in the world 


ings alone in the postwar year! This is the 
picture in Los Angeles with the biggest 


names in rubber operating giant factories. . . 


plus a huge synthetic rubber plant which has 


been producing one-eighth of the nation’s 


GR-S type rubber. 


Tires, however, are but one of Los Angeles’ 


nine major industries which include three 


‘firsts’, three ‘seconds’, two ‘thirds’ and a 


‘fourth’ in national production. No other 


single industrial center wears so many and 


varied high ranking industrial ‘crowns’. 


Modern jacket type heaters, United States Rubber Company, Los An 


(ie Fe 


WILL ROLL ON 


SECOND 
in the production of rubber tires and tubes 
... an estimated output of 16,000,000 cas- 


Add to these the more 
other industrial plants 
or fabricate practically 


than seven thousand 
which manufacture 
everything for every 


human need. This means real diversification 


and industrial security . . . it means swelling 


payrolls . .. it means a 


tremendous self-gen- 


erated postwar buying power independent of 


the almost incalculable 


pent-up demand. 


Plan now to reach this third largest and 


richest market in America. 


Plan to reach it 


effectively and economically with the Eve- 


ning Herald-Express which is read by over 


44,000 more readers in the compact and 


populous city and retail trading zones than 


any other daily newspaper. 


“LOS ANGELES EVENING 


AILY CIRCULATIC 
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Eastern Group Presents 
Direct Mail Series 


On Monday, Oct. 1 
succeeding Monday until Nov. 12, 
Philadelphia Direct Mail Club 
will present a series of seven lec- 
tures on the preparation and uses 
of direct mail. Speakers will be 
authorities in the field. 

Classes will meet in the Bel- 
levue-Stratford Hotel at 6:30 p.m. 
The course costs $5 per person. 


| Relax in 


Coo/ Comfort 


HOTEL 


(Maufair 


Saint Louis 
AIR - CONDITIONED 


Time, Inc., First 


and each to Offer Employes 


New Health Plan 


New York, Sept. 19.—Employes 
of Time, Inc., are the first group 
to be signed up for the new ex- 
perimental plan for prepaid med- 
ical care offered by United Med- 
ical Service, Inc., the publisher 
announced yesterday. The plan 
for New York City employes of 
Time has been in effect since 
Sept. 1, with Time paying the en- 
tire cost—$1.60 per month for 
single subscribers, $4 monthly 
for those with families. 

According to Roy E. Larson, 
president of Time, 253 employes 
now on vacation or leave of ab- 
sence will be entitled to join, 
bringing the total up to about 
1,230, or 95% of the city staff. 


Covers 140,009 Persons 


United Medical Service was 
formed in May, 1944, following a 


VICTORY LOAN HOOK-UP—Officials of the Treasury's war finance division 
who took part in the inter-city telephone conference with war activities direct- 
ors of the outdoor industry on behalf of the coming Victory Loan drive were, 
clockwise around the table: Jacques Dunlany, chief of OWlI's graphics bureau; 
Thomas H. Lane, director of advertising, press and radio; George W. Kleiser, 
president of Foster & Kleiser; Kerwin H. Fulton, director of war activities of 
the outdoor advertising industry; Ted Gamble, director, war finance division; 
John Donnelly, chief of the outdoor section, and Jack Delehanty, assistant to 
Mr. Lane. 


merger of two other medical 
plans, and it now covers approxi- 
mately 140,000 persons. It in- 
cludes medical care in the home, 
physician’s office and hospital. 


1 


peadbbrahy 


THE SOUTH’S 


HOUSTON—by far the biggest and richest mar- 
ket in the South—is rated by the U. S. Census 
Bureau as having superior prospects for retain- 
ing its wartime gains. For years the fastest grow- 
ing city in the South, Houston is now entering 
a postwar era of even greater growth and indus- 


trial expansion. 


The wealth of raw material resources of the 
Houston area, low-cost natural gas and electric- 
ity, abundant labor and water supply, America’s 
third largest deepwater port, 18 rail outlets, 


3 transcontinental airlines, many hardsurfaced 
highways, and long-established industries have 
made Houston a great manufacturing and dis- 
tribution center . 
ters and cotton capital. Industries established 
since Pearl Harbor make Houston the new chem- 


. . World petroleum headquar- 


ical center of America and Southwest headquar- 


ters for steel. New industries are locating here 
now and others are slated to follow. All combine 
to assure the continued rapid growth and pros- 
perity of the great Houston market. 


* Many advertisers have found that The Houston Chronicle alone cav 
do the job for them in this rich and respoysive market, because Th. 
Chronicle has by far the largest total circulation as well as over 20% 
more city circulation than any other Houston newspaper. Although hard- 
est hit by the newsprint shortage, The Chronicle’s total advertising line- 
age for the first seven months of 1945 was 10,101,996, compared with 
7.262.842 for The Houston Post and 4,212,470 for The Houston Press. 
(Media Records’ figures. ) 


The Houston Market is sold 
when your story is told 
eeein The Chronicle 


Pat ed 


THE 


R. W. McCARTHY 


National Advertising Manager National Representatives 


Fst In CIRCULATION and ADVERTISING for the 32nd CONSECUTIVE YEAR 
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THE HOUSTON 
CHRONICLE 


THE BRANHAM COMPANY 


To Sherman & Marquette 


Sam Gill, research director of 
the Biow Company, has joined 
Sherman & Marquette, New York, 
as director of research. Stanley 
Freeman, formerly with Hirshon- 
Garfield, has joined the agency as 
assistant art director. 


Gruen Moves Ad Office 


Gruen Watch Company has re- 
turned its advertising and public 
relations offices to Time Hill, Cin- 
cinnati, from the Carew Tower, 
where they were housed during 
the war. 


Cayton Appointed 

Institute of Nutrition Research, 
New York, has placed its account 
with Cayton, Inc., New York 
agency. A campaign in women’s 
and consumers magazines will 
start immediately. 


Kenmuir Joins Agency 

R. C. Kenmuir, formerly with 
Sun Life of Canada, and with the 
RCAF since 1940, has _ joined 
O’Brien Gourlay Ltd., Vancouver, 
B. C., as a sales representative. 


Carter Joins McCann 


Damon Carter, formerly in the 
personnel division of Holtzer-Ca- 
bot Electric Company, Boston, has 
joined the Boston staff of McCann- 


Erickson, Inc. 
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NewCosmeticLing 
for ‘Debuettes’ 


to Be Promoted 


New York, Sept. 19.—Novemb,. 
issues of Beauty Fashion Mag. 
zine, Infants’ & Children’s Reviey 
Harper’s, Parents’ Magazine ap; 
Vogue will introduce the “jyy 
born” line of Debuette “grow, 
up cosmetics for little debs” 4 
5-15 years, distributed by the 4j 
Baba Corporation through de. 
partment stores and drug chain 

Copy, running from small-siy 
insertions to full pages in thd 
magazines, supplemented by log 
newspaper space placed by ¢ 
partment stores, will exhibit thd 
16 different gift sets which com 
prise the line, packaged in five 
color boxes bearing the trad 
marked Debuette girl. 

Debeutte toiletries will includ 
blended toilet water, bubble bat) 
hand and body lotion, shampoo 
soap, pomade lipstick, sachets, 
dusting powder and powder mitt 
The fragrance utilized in many 
the cosmetics the company de 
scribes as a “fruity, sweet an 
ingratiating odor,  ‘little-girlis) 
in texture’—and arrived at afte 
a “unique and painstaking” sur 


vey of 16,000 girls in the 5-] 
year age group. Sample odor 
were forwarded to 304 gir's 


schools and summer camps, wher 
a series of tests was conducted 
and reactions recorded. The prod 
ucts are available separately 
in sets ranging from $1 to $5.50 

Hal A. Salzman Associates j 
handling publicity and advertis 
ing for the new promotion. 


Larmer Heads Co-op 


John J. Larmer has been ap 
pointed director of the Evansvill 
Cooperative League, Evansville 
Ind., community relations associa 
tion. He will plan and direct 
program of advertising and publi 
relations to achieve industria 
harmony and community coopera 
tion in Evansville. Mr. Larme 
was formerly consulting director 
A. Robert Snyder Company, and 
supervisor of information, Stand 
ard Register Company, both 0 
Dayton, O. 
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United Wallpaper 
to Make ‘Radical’ 
New Wall Cover 


Chicago, Sept. 18.—United Wall- 
paper, Inc., maker of Unitized 
wallpaper—and decals, wallpaper 
and paper trimming sold through 
its subsidiary, Trimz Company— 
reveals in its annual report for the 
12 months ending June 30 that it 
will within a few months begin 
selling “a stainproof wall covering 
which it is believed may make a 
radical change in the interior 
treatment of many homes and 
buildings.”’ 

Developed after nine years of 
research, the new wallpaper will 
be distributed by United, rather 
than by Trimz. During the past 
year, Trimz has begun making 


Kut-Outs, a ready-pasted wall- 
paper decorative device, and| 
Tuckaways, wallpaper sachets. 

The report shows net sales for | 
the fiscal year of $16,327,390, | 
the highest in United’s history, | 
and net profits after taxes of | 
$533,857. 

United and Trimz advertising is | 
expected to be increased as paper | 
becomes available in greater quan- | 
tities. | United’s campaign, for | 
Unitized and other wallpapers, | 
will be confined to the shelter | 
magazines, with more insertions | 
and larger space probably to| 
come. Trimz last year spent | 
nearly $300,000 in magazines. 

MacFarland, Aveyard & Co.| 
handles the account. 


Clark, Canadian Public 
Relations Chief, Resigns 


Joseph W. G. Clark, director- 
in-chief of public relations of the 
Canadian armed forces, has re- 
signed his position to return to 
business life, and with his resig- 
nation single control over public 
relations of all branches of the 
Canadian service is expected to 
end. 

H. C. Howard, Col. R. S. Malone 
and Laurie McKechnie, head of 
the Navy, Army and air force 
public relations, respectively, also 
expect to return to private life 
shortly. 


Six Join Federation 


Advertising Federation of 
America has elected the following 
members: News & Observer, Ra- 
leigh, N. C.; Advertising Corpora- 
tion, Chicago; Meridian Star, 
Meridian, Miss.; Ed Gibbs News- 
letter, New York; Associated 
Advertising Agency, Los Angeles, 
and Herald-Telegram, Chippewa 
Falls, Wis. 


Athey Changes Name 


Athey Truss Wheel Company, 
Chicago, has changed its name to 
Athey Products Corporation, and 
its line of products will carry the 
trade name Apcor. 
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WRITE FOR INFORMATION — 


FMANN & FABRY CO. 
WABASH AVENUE 
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Manore on Own 


Carl C. Manore, advertising | 
manager of the Canadian Ob- 
server, Sarnia, Ont., for the past 
10 years, has resigned to set up 
his own business in Sarnia where 
he will service local advertising 
accounts. 


Sales Tag Still 
Key of Premier 
Springs Campaign 


Cleveland, Sept. 18.—American 
Steel & Wire Company, U. S. Steel 
Corporation subsidiary, informs 
furniture retailers in a new 16- 
page two-color brochure that 
although Premier springs are not 
yet available, American is con- 
tinuing to place full-page full- 
color ads in national magazines 
to remind customers of the ad- 
vantages of steel springs. 

The brochure calls attention to 
American’s sponsorship, which 
started Sept. 9, of “The Theater 
Guild on the Air’ program heard 
Sunday evening over the Ameri- 


Cadman to Sales Post 


A. Denys Cadman has been ap- 
pointed regional sales manager of 
Quebec and the Maritime divi- 
sions of British American Oil 
Company. 


Wilson Rejoins Shell 


H. W. Wilson, formerly general 
sales manager of Shell Oil Com- 
pany of Canada, Toronto, has re- 
turned to the company from gov- 
ernment service and will serve as 
vice-president. 
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can Broadcasting Company net-, Newark, N. J., and Mr. Wonderlic 
|work. Page and two-color half- | formerly directed personnel ac- 


| tivities of Household Finance Cor- 


| page ads, many based on fairy . 
pag 7 ene vg works poration, Chicago. 


|tales involving beds, are shown, 
|and attention is called to the fact 
that the Premier sales tag 
| prominently featured in the ads. 
| Dealers are told how sales may 


THE BAKING INDUSTRY MAGAZINE 
be boosted by using Premier 
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|informed about the Premier mer- 
| chandising story, and the like. FACT NO. 30 — 
| Government estimates 


| indicate an INCREASE 


Eibell Named V. P. be. 35.6% in bakery flour 
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, | an . This sug- 
| Fred C. Eibell has been named | gests an increase in the 


| vice-president and sales and ad-| market possibilities 
vertising director of General Fi- | "Qj® Product. 4 
| nance Corporation, Chicago, and | tage — = 
|. r. Wonderite has been named | 

|director of public relations and |j : , SIOSWEST ADAMS ST Og 
| personnel training. Mr. Eibell was | BAKERS HELPER eer ees 
formerly director of sales of Bene- | ey ere 
|ficial Management Corporation, | 
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PUBLISHED EVERY TWO WEEKS 


GE-ausues you: 


—high publishing standards 


—active readership 
—copy and sales help 


—more productive advertising 


THIS IS AN ERA of symbols and slogans. And unfortu- 
nately it is frequently easier to fashion them than to 
live up to them. 


That is why ABP member publishers like to remind 
you occasionally of the significance of the ABP symbol; 
what it means to you in terms of more for your money 
in business paper advertising. 


These 132 publications are pledged to support the ABP 
doctrine .. .“‘A national association of business publica- 
tions devoted to increasing their usefulness to their 
subscribers and helping advertisers get a bigger return 
on their investment.” 


And this doctrine is put to work for you... every day. 


COPY AND SALES HELP 


On this one subject alone ABP has produced a wealth 
of helpful material. The “Tell All” book, for example 
(now out of print) was requested by 
many thousands of ad-men and sent 
without cost ... as a guide to linking 
copy closer to reader problems. 


“Transitions Themes” was another 
help ... “Intensive Advertising’’, too. 


And now on the press is “Hit the Road” 
. a book containing valuable hints 
and case studies on field research... 
how to find out what readers want to know, supply the 
answers in ad-copy and assure greater readership. 


Other group activities help you to get greater value 
in ABP publications. The National Conference of 
Business Paper Editors convenes regularly with leaders 
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in business and government, gaining vital editorial 
material for readers. 


Salesmen for ABP publications keep up with new de- 
velopments and exchange ideas through Dotted Line 
Club meetings; you'll find them better informed and of 
greater help. 


When ABP ads say “Our Business Is To Help You 
Boost Your Business”, we mean just that. And we are 
doing it through helping you put more effective copy 
into better business papers with greater readership. 


That pays out for all of us: reader, advertiser, publisher. 
Remember that when you see the ABP symbol. 


ASSOCIATED 
BUSINESS PAPERS 
205 East 42nd Street, New York 17, N.Y. 


A national association of business publica- 
tions devoted to increasing their usefulness 
to their subscribers and helping advertisers 
get a bigger return on their investment. 


Please send me a free copy of ‘‘HIT THE ROAD” 
for Better Business Paper Advertising 
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South Carolina 
Starts Ad Drive 


Columbia, S. C., Sept. 19.— 
South Carolina’s state research, 
planning and development board, 
created by legislative act last 
summer, will launch a series of 
advertisements next month in 
business papers and in travel and 
resort pages of selected news- 
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papers to attract new industries 
and tourists. 

The business paper drive will 
emphasize the state’s abundant 
electric power supply, mild cli- 
mate, abundant labor supply, raw 
materials and transportation fa- 
cilities. The vacationers will be 
informed about beach, resort, 
hunting and other facilities. 

Liller, Neal & Battle, Atlanta, 
handles the account. 


French Agency Named 


Christian Peper Tobacco Com- 
pany, St. Louis, manufacturer of 
London Dock and Crosby Square 
tobacco and Gordon Buchannan 
cigarets, has appointed Oakleigh 
R. French & Associates, St. Louis, 
to handle its account. National 
magazines will be used. 


Heads Drug Wholesaler 


Fred M. Truett, executive vice- 
president of Southwestern Drug 
Corporation, wholesale drug 
house, Dallas, has been elected 
president, succeeding the late 
J. M. Penland. Mr. Truett be- 
came the firm’s first advertising 
manager in 1929. 


Seek Charter for New 
Cincinnati Station 

Plans for the creation of a new 
radio station in Cincinnati were 
revealed last week when Queen 
City Broadcasting Company, Inc., 
applied for a charter at Colum- 
bus, O. The application was made 
by Joseph H. Head of Graydon, 
Head & Ritchey, legal firm. 

Mr. Head would not reveal the 
identity of those behind the proj- 
ect, which he said would be made 
known when an application is 
submitted to the FCC for per- 
mission to operate the station. 


Promotes Transtudio 


Alexander J. McDonald has 
been appointed sales promotion 
manager of Transtudio Corpora- 
tion, Buffalo, which owns and 
operates the Muzak franchise 
covering western New York. 


Gordon Appointed 


Howard H. Gordon, former di- 
rector of public relations of South- 
ern States Cooperative, has been 
appointed to the newly-created 
position of director of Southern 
States Marketing Service. 


ees 


i, 
Ae, 


Year 
1940 
1941 
1942 
1943 
1944 
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PUBLISHERS DISTRIBUTING CORPORATION 


Has Done For Its Publishers of Comics 


PEO ee 


TARTING its business career in 1940 the Publishers Distributing Corpora- 
tion has distributed a continually increasing number of comic magazines. 
This field offered big newsstand sales possibilities and in five years’ time, the 
progress made by our publishers speaks for itself. 


Here are the statistics of net newsstand sales of comic magazines by publishers 
doing business through Publishers Distributing Corporation. 


No. of Titles* 
6 


14 
21 


*These comic titles consist of monthlies, bi-monthlies and quarterlies. 
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Buchanan, branch manager, Chicago. 


Frigidaire Gives 
Full Sales Plan 
to Dealer Setup 


Dayton, O., Sept. 18.—Frigidaire 
distributors followed up a com- 
pany-sponsored “reconversion-to- 
sales” conference with a series of 
dealer meetings this week to out- 


,|line postwar manufacturing and 
'|marketing campaigns. 


Branch managers and distribu- 
itors and their sales managers at- 


| tended last week’s three-day con- | 


AT SALES CONFERENCE—Shown at Frigidaire's first postwar sales con- 
ference in Dayton for branch managers and distributors are, left to right: 


C. A. Copp, manager, industrial relations, Daytcr; 
man, executive committee, Foote, Cone & Belding; Don Belding, chairman 
of the board, and Emerson Foote, president of the agency, and W. |, 
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Fairfax M. Cone, chair. 


| 
| 
| 
| 


,|ference here with officials of the | 
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Net Sales 
1,324,000 
4,288,000 
6,733,000 

15,307,000 

39,717,000 
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(This ts the fifth of a series of advertisements to appear here. The sixth will take up 
the subject of what Publishers Distributing Corporation has done for all its Publishers.) 


PUBLISHERS DISTRIBUTING CORP 


This steady and tremendous growth is due to a number of co-related factors— 
the expert sales efforts of Publishers Distributing Corporation and its cooperative 
wholesalers — the fine editorial quality of the magazines — the unusual reader 
demand for comics—the addition of titles attracted to us by our record of results. 
It is this type of teamwork that makes for success. And, if you are a publisher 
of comics, or any other magazines with newsstand appeal, we are ready to work 
together with vou for our mutual benefit. 
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Frigidaire division, General Mo- 
tors Corporation. They were 
shown the new Frigidaire prod- 
ucts, sales drives to be used in 
presenting the appliances to the 
public after an absence of almost 
four years, and company plans 
for future manufacturing. 

Dealer conferences in each dis- 
trict throughout the country are 
to be held this week and next, 
with distributors passing along the 
first-hand information obtained at 
the Dayton meeting. Frigidaire 
believes the conference setup 
marks this manufacturing unit as 
one of the first major recon- 
verted producers to present com- 
pleted plans and actual sales 
operations to its field organization, 


WPB May End Ban Soon 


Distributors were told that pres- 
ent indications point to an early 
removal of the WPB restriction 


— 


on refrigerator sales. WPB re. 
cently removed all restrictions 
from the manufacture and sale of 
electric ranges. Production of both 
appliance lines is already under 
way (AA, Aug. 13), with output 
being stepped up daily. Additional 
appliance items will go into pro- 
duction later, company officials 
have said. 

Within approximately three 
weeks from the time that all its 
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MERCHANDISING DISPLAYS 


DISPLAY GUILD matches 
personality of your product 
with displays that encourage 
quick pick-up. for swift sales. 
Metal merchandisers, cabinets, 
stands and dispensers are fab- 
ricated with original and 
skillful technique to spur the 
buying action. Let us help 
you plan your post-war dis- 
plays now. 


with Beauty, Function, and Force 


Quick Pie 


war contracts were canceled, Asks» 
Frigidaire had recalled practically — t] 
all employes sent home tempo-gg (U™INS 
rarily while the plants were being’ ®PPTO@ 
reconverted for peacetime produc-fm* as 
tion. It plans to increase employ-.g°'" © | 
ment steadily until it equals or thoes 
exceeds the wartime peak. haps mm 
ersion, to 
ettle disa 
Lamb Heads Ad Club arious gor 
R. U. Lamb, sales promotionfill be see 
manager of George Weston Ltd, Mr. Sny 
has been elected president of thef™ommital, 
Sales and Advertising Club, Brant-HBnat the n 
ford, Ont. n opportt 
“ sition, 
Truitt Joins Agency Followin, 
Arthur H. Truitt, advertisingg*Ussions 
director of F. & R. Lazarus &@onversion 
Co., Columbus, O., for 10 years,Mmerly of ° 
has been appointed publicity andihe Commi 
promotion director of Mabley &@ejopment, 
Carew Company, Cincinnati. informs 
Py " Snyde1 
Takes Jones Radio Post posi 
s ‘ 
Kathryn M. Hardig, member of 
the radio department of Ralph HJ The Sny 
Jones Company, Cincinnati, has a likel; 
been promoted to assistant direc-Mhesrance 
tor of radio. eals with 
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Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor + Business Exh bits 
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Snyder Agrees to | 
alk ‘Clearance’ 
Man with Council 


Washington, Sept. 19. — Con- 
jnued searching on the part of 
vertiser and media representa- 
ives for a government clearance 
uthority to replace the late OWI 
romestic branch drew a spark of 
pe this week, with the report 
hat reconversion chief John Sny- 
er has agreed to discuss the 
roblem with representatives of 
he War Advertising Council. 

While the council is moving} 
thead with its own plans for serv- 
ng as a public service organiza- 
ion during the postwar period, 


con- ficials are anxious to make 
ght: very possible effort to convince 
lair. he administration that the coun- 
man i’s work would be more effective 


oa f the government had a central 
fice responsible for clearing re- 
ests for assistance. 

With the liquidation of OWI, 
he council expects to take over 
limited number of the radio al- 
pcations staff and the graphics 
locations handled by the do- 
nestic branch. Until Dec. 1, these 
perations will be directed by the 
reasury Department in the in- 
erest of the Victory Loan drive, 
ut eventually they are to become 
he council’s own property. 


Asks Central Authority 


During the week, industry peo- 
le approached Mr. Snyder’s of- 
ice to explain that the work | 
vould be more effective if the| 
overnment set up an authority, | 
erhaps in the Office of Recon- 
ersion, to assign priorities and 
ettle disagreements between 
arious government “clients” that 
vill be seeking council assistance. | 
Mr. Snyder’s office was non- 
mmital, but it is understood 
mat the media people will have 
n opportunity to explain their 
sition, 
Following the progress of the| 
liscussions at the Office of Re- 


notion 
. Ltd, 
of the 
3rant- 


rtising 


rus &M@onversion is Anthony Hyde, for- 
years—merly of Young & Rubicam and | 
y andMhe Committee for Economic De- | 
ley & elopment, now deputy director | 
: information and reports under | 
st ae 
ew of Contacts Many Agencies 
lph HM The Snyder office was selected 
i, has: a likely seat for the limited 
direc-Miiearance function because it 
eals with many of the agencies 


fat have reconversion informa- 
ion problems normally of interest 
the council. | 
As outlined in preliminary dis- 
ussions, the new office would be 
ttle more than a “coordinator” 
) bring government agencies to- 
ether to discuss their informa- 
lion needs, and work out an 
greement on priorities. 
Lacking the veto authority of 


If it’s 
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OWI, it is felt that it would 
nevertheless be useful in protect- 


|ing national media from conflict- 


ing demands of the numerous 
government agencies that have 
learned the value of national ad- 
vertising during the war. 


Macleod to Kudner Copy 


Graeme Macleod, formerly copy 
chief at Warwick & Legler, and 
previously with Young & Rubi- 
cam, has joined the copy staff of 
Arthur Kudner, Inc., New York. 


Disney to Weintraub 


Frank H. Lee Company, Dan- 
bury, Conn., has appointed Wil- 
liam H. Weintraub & Co., to 
handle advertising of Disney hats 
for men. 

Acquisition of this portion gives 
the Weintraub agency the entire 
Lee account. 


Appoints Wettstein 


Robert Payne Wettstein, Pacific 
Coast representative for Electrical 
Equipment, will also represent 


Metal-Working Equipment in that 
territory, with headquarters in 
Los Angeles. Both papers are 
published by Sutton Publishing 
Company, New York. 


Bendix Names Two 


Jack T. Dalton has been ap- 
pointed manager of distribution 
of Bendix Aviation Corporation’s 
radio division. Mr. Dalton, who 
will make his headquarters in 
Baltimore, was formerly eastern 
district manager of the New York 
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territory. Replacing him in New 
York will be W. H. Autenreith, 
formerly with Radio Corporation 
of America as special sales repre- 
sentative. 


SIGNS OF LONG LIFE’ 


FOR QUANTITY BUYERS 
THE ARTKRAFT*® SIGN CO. 
Division of 
Artkraft Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 
The World's Largest Manvfacturers of 
All Types of Signs 


REG U & PAT OFF 


“In TIME ... You Will Find 
Zomorrows Best Customers” 


President Frederic R. Gamble of the Four A’s 
says American business should be spending 
up to $3,600,000,000 a year for advertising in 


the postwar. 


That’s a lot of billions compared with 
1935’s $1,700,000,000, or even with 
1943’s $2,110,000,000—and you'll want 


your bigger investment to get bigger re- 


sults. 


One way is to put your advertising story 
before men and women who have the habit of 
buying more of America’s better products— 
the kind of best customers you think of when 
you think of the readers of Tre. 

For the more-than-a-million families who 
read TIME every week buy quality products 
continuously. Research shows that in a repre- 
sentative four-year period, for example: 

TIME families buy about 300,000 washing 

machines; about 150,000 electric ranges; 

ever 390,000 vacuum cleaners. . 

they buy more expensive models than does 

the average U. S. household. With radios. 
refrigerators, automobiles, just about 
every type of costlier merchandise, it’s the 
same kind of story—TIME readers buy bet- 
ter, renew their equipment more fre- 


quently. 


TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
4) = —2nd in New England.With 
E a@ minimum cost you reach 
urban and suburban popu- 
lation. 


"independent Survey of Providence Balletia. 


A TEST | 


When you add to these facts the basic sta- 
tistic that Trme's largely business and profes- 
sional families have stable incomes which con- 
sistently stay more than $3,000 a year above 
the U.S. average, you have a significant hint 
about where your most profitable postwar 
market lies. 


you want... 


. and 


Photographed at Hammacher-Schlemmer, New York 


N.B. It’s a market that not only buys, but sells—for Tixte-readers 
are leaders in their communities, influence the living and thinking 
of millions of other American families. 

The best place to reach these people who buy first and start 
others buying is in Tre—the magazine its readers prefer 9 to ] 


over any other magazine that carries advertising, 


A Great Consumer Magazine 
offering you more than a million tamilies 


who are Americas Best Customers 
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Two Join Melamed-Hobbs 


John M. O’Dea and Merv Wolff 
have joined the copy and art 
staffs, respectively, of Melamed- 
Hobbs, Inc., in Chicago. Mr. O’Dea 
was formerly connected with 
Evans Associates, Chicago, and 
Mr. Wolff, prior to joining Me- 
lamed-Hobbs, was senior art di- 
rector of Burton Browne, Adver- 
tising, Chicago. He previously had 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 


33 W. 42nd St. New York 18, N. Y. 


his own art studio in New York. | 


.. 
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Federal Agencies 
Split Over Plans 
for Building Boom 


Inflation Dangers 


Cited by OPA Despite 
Limited Controls 


Washington, Sept. 19.—All was 
not peaceful in the Administra- 
tion’s official family today, as re- 
conversion chief John Snyder gave 
the building industry a green light 
to begin Oct. 15 on construction 
of new residential housing. 

Defended as a move to relieve 
the national housing shortage and 
provide employment for millions 
of discharged war workers and 
servicemen, the action drew a 
warning from OPA Chief Chester 
Bowles that we face a highly ex- 


plosive situation in the housing 
field which could invite a repeti- 
tion of the “boom-and-bust” that 
preceded the collapse of 1929. 

Mr. Snyder’s action, climaxing 
one of the most controversial re- 
conversion discussions, was warmly 
applauded by the building indus- 
try, and the Congressional small 
business committees, which saw 
lifting of construction limitations 
as an invitation to set off the post- 
war building boom that has been 
so widely predicted. 


Admits Inflationary Dangers 


Mr. Snyder conceded the infla- 
tionary dangers of the decision at 
a time when materials are rela- 
tively scarce and pent up demand 
is tremendous, but he promised 
that all federal agencies would use 
appropriate measures to discour- 
age inflationary prices of new 
homes. 

Among the measures were: 

1. New dollar and cent prices 
on building materials and building 


services, which OPA will order 


ee oe! ere 


a THEY A 


Here are some of the 
things this great industry 
peers. Ag looks for 
in the pages of its one 
dominant business paper, 
| FUELOIL AND OIL HEAT: 


Oll burners 
Oil burning Boilers 
Oil burning Warm 


Air Furnaces 

Oil burning Air 
Conditioners 
Fueloil Tools 
Tanks Motors 
Trucks Parts 
Hose Wiring 
Meters Insulation 
Filters Cement 
Controls Refractories 
Gauges Test Sets 
Piping Recorders 
Fittings etc. 


~ 


Ba. sale See ea 8 i 


O;: course they do. With wartime restrictions 
on fueloil removed, the long pent-up desire for the 
cleanliness, convenience and all-round dependable 
comfort of oilheating has been released at last, and 


manufacturers, 


wholesalers and retailers of oil 


burners and other oilheating equipment are moving 


this amazing industry. 


rapidly to satisfy this demand. Here is an industry 
(already a tremendous market) due for immediate 
expansion. Its one dominant publication, FUELOIL 
& OIL HEAT is the quickest and surest way to 
reach that market. If you want quick results, adver- 
tise in the paper that for over 23 years has served 


Fuetoit & Orr Heat 232 Madison Ave. 
New York 16, N. Y. 


LExington 2-4566 


fucloil & oil heat 


ONE DOMINANT PUBLICATION SERVING MANUFACTURER, WHOLESALER, RETAILER 


Advertising Age, September 24, 


posted on the premises of all sup- 
pliers. 

2. Measures to prevent “exces- 
sive and unsound lending on mort- 
gages,” and offering of NHA ad- 
vice to buyers. 

3. Steps to encourage produc- 
tion of scarce materials and limit 
inventories of scarce items. 

4. A meeting of industry and 
government people to map steps 
to speed production of materials 
and protect prices. 


Sees Continuing Shortage 


Mr. Snyder took the position 
that the present housing shortage 
would continue for some time, and 
that the inflationary pressures 
would have existed at any rate. 
This thought was echoed by WPB 
Chairman J. A. Krug, who pre- 
dicted that the supply of materials 
would be largely corrected by the 
time large-scale building is under 
way next spring. 

“On the whole there will be 
some shortages, but these won’t 
be so bad for the country as con- 
tinuing of limitations on houses, 
commercial and public works con- 
struction which seem arbitrary to 
so many people,” Mr. Krug said. 
According to building industry 
plans, about 500,000 new homes 
are to be built next year, toward 
satisfying an estimated backlog of 
12,500,000 new homes, in the in- 
dustry’s 10-year program. At full 
scale, the construction industry es- 
timates it will offer about 5,000,000 
jobs. 


Forecasts Lower Total 


Neither OPA nor the National 
Housing Agency shared industry 
or WPB optimism. NHA thinks 
that 400,000 homes will be the top 
figure for next year because con- 
tracting teams are split up, and 
builders will have to make land 
and financial arrangements. 

The OPA position was stated 
forcefully by Mr. Bowles this 
afternoon, with a warning that 
failure of real estate interests, the 
building industry and the public 
to meet the issue would mean that 
“our building ‘boom’ will be 
snuffed out by a ‘bust’ that will 
deprive millions of workers of an 
opportunity for a steady job at 
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bad way in the immediate futurd 
because cost of building material 
has risen roughly 30% since 1939 
A survey by Small Homes Guid 
indicates that these figures may bg 
conservative. Yet Small Home 
Guide reports that 47.8% of fami 
lies now planning to build, expec 
to spend from $4,000 to $6,000 
Another 30.7% plan to spend $6, 
000 to $10,000. Only 6% plan t 
go over $10,000. 
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ing that returning servicemen must 
pe protected against “the kind of 
prices now being asked for a mod- 
est home in many of our major 


R cities.” 
Mr. Bowles said the housing 
clause of the G.I. bill is already a 
M9 Bmockery because it is impossible 


mio ind homes that meet the test 
of “reasonable normal value.” .He 
promised that he would soon ask 
Congress for additional powers in 
controlling housing ceilings. 


Fewer Firms Operating 


Congressional interest in the 
housing situation centered in the 
small business committees which 
were impressed by the fact that 
over 100,000 small construction 
firms have gone out of business 
during the war, and employment 
in the field has fallen from a 1942 
peak of 3,000,000 to 600,000. 

In calling for steps to protect 
the housing boom against a “bust,” 
Mr. Bowles said housing could 
provide 4,500,000 jobs, and provide 
20% of the employment we had 
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it offfin all industry at the wartime 
Jowngpeak. 
cost He described a price control pro- 
Worldiigram over building materials and 
400 services resembling the price con- 
trol methods used for food. In 
addition, he said strong compliance 
4 the steps would be taken, through 
es OPA compliance people and the 


industry. 
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Gui Stationers Want 
ion'/2X11 Catalogs, 
Survey Discloses 


fami 
expec 
$6,000 
id $6. New York, Sept. 18.—If a poll 
lan qe? retailers’ preferences for man- 
ufacturers’ price lists and cata- 
logs, conducted by Modern Sta- 
toner, has its expected effect, 
akers of office supplies hereafter 
Will send out only 8%x11 inch 
atalogs. 
The stationery trade publication 
revealed that all those polled have 
eplied that a standardized size 
of catalog is needed, to prevent 
ifficulty in filing suppliers’ cata- 
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want 84x11 inch catalogs. 


84% voted for 9x12 
18% for 5x7 
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inch catalogs. 


3,000 dealers), 


he subject 


yf thos 


ogs, and that 94.8% of the dealers 
Only 
inch and 


As a result of the poll (conduct- 
ed by postcard ballots distributed 
: contact with 
ealer associations and articles on 
in the publication’s 
April, June and July issues, one 
tholesale organization and 19 city 


Advertising Age, September 24, 1945 


Mirel-Isaacson Adds Two 


Mirel-Isaacson Associates, New 
York, has been retained as adver- 
tising counsel for Charles F. 
Hubbs Company, New York, dis- 
tributor of paper and plastics, and 
Natalie Nadele, Bethlehem, Pa., 
women’s specialties. The agency 
will resign the account of Brite- 
Star Associates as of Sept. 30. 


Fennell Names Vladimir 


Advertising of Gordon Fennell 
Company, Cedar Rapids, Ia., ex- 
port agent for Johnson Gas Ap- 
pliance Company, has been placed 
with Irwin Vladimir & Co. of Illi- 
nois, Chicago. Johnson appliances 
will be promoted in business pa- 
pers and newspapers in Latin 
America. 


Sunoco Promotes 
‘Prewar’ Gasoline 
in 325 Papers 


Philadelphia, Sept. 20.— Read- 
ers of 325 newspapers in the mid- 
dle Atlantic and northeastern 
states this week were told by Sun 
Oil Company in 800-line copy 
that “NOW! Prewar quality (is) 
in every Sunoco pump!” 

With this produtt, the ad says, 
motorists are assured of “high 


knockless power, lightning ac- 
celeration, and economical long 
mileage.” They are encouraged 


to “get a tankful today!” 
Prominently displayed a 

boxed insert announcing that 

“Even greater thrills are ahead!” 


is 


because “Sunoco dynafuel is com- 
ing! . . after all wartime restric- 
tions are lifted.” 

Roche, William & Cleary, Chi- 
cago, handles the account. 


Johnson to Address 
Chicago Ad Club 


Arno H. Johnson, director of 
media and research, J. Walter 
Thompson Company, New York, 
will speak on “57,000,000 Jobs—A 
Postwar Goal and Opportunity” 
at the opening fall luncheon meet- 
ing of the Chicago Federated Ad- 
vertising Club, Sept. 27 at the 
Hotel Continental. 

J. Nelson Stuart, general man- 
ager of the gas mask division of 
Johnson & Johnson, Chicago, will 
report on how advertising played 
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an important part in finding jobs 
for 750 of the company’s released 
war workers following the sur- 
render of Japan. 


DONT MUTHATE 
YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 
tion don’t cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 
Booklet No. 20, “How Business Uses 

Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


FARM GENERAL 
PAPERS * MAGAZINES 
CHICAGO 1, tt 


BUSINESS 
“pAPERS 
221 N. LA SACLE ST. 
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Leonard Hole, manager of CBS | 
levision operations before enter- | 
ig the Navy as a lieutenant three | 
tars ago, has returned to the net- | 
ork as staff editor and liaison 
in the! 
epartment of editing and copy- 


|192% of all radio-appliance 


|[scles and service in the 
|]. S. A. is handled by “RSD" 
\ubscribers. 


Advertising Space Open 
'\IKOWAN PUBLISHING CORPORATION 
hé? MADISON AVE., NEW YORK, N. Y. 


Spokane, Fort Wayne. 


* Do you realize this market 
contains over 3% million 
| people; more than these 14 
cities combined: Kansas 
City, Indianapolis, Roches- 
ter, Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 


mond, Hartford, Des Moines, 


Peter Doelger Brewing Corporation, 
brewers of Lambic Lager and Peter 
Doelger Quality Beer, must have com- 
plete coverage in America’s fourth largest 
market. So, from a modest beginning in 
1943 the Peter Doelger Brewing Corpo- 
ration has steadily increased its “spots” 
until today, at the start of its third straight 
year, PDQ is heard on WAAT 84-times 
per week, because they know: 


WAAT delivers 


more listeners per dollar 
in America’s 4™ Largest Market” 


than any other station— 


including all 50,000 watters! 


NEWARK, 
N. J. 


(National Representatives: Radio Advertising Co.) 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO 


“= ; . BOE Natal 5 ‘ : Re d i 
. ; ai 
45 Hi 
94) 
| Sone ee 
Pe a : 7 
Be Ns ie 
aig Beare : 
‘ OI? 
oe 2. 
; ey 
ye ee : 
ee RE 
nee ee mr be 
a "Sete 2 r aus 
tlt 7 
" as Fe « 
es Be ee 
ea 
ick ia all cr a 
ak ns ree 
| pate OM 
— i + 
Thee | = Be. 
: | calf be = 
0 i ay 
an | 
| peel 
+ ae 
A wer 
= | ) ae 
E: an = 
ROTHER | a6 
| | 
} 
=e. 
9 | iii aan eee aaa aaa =a 
“es 
; 4 i be : 
ae 
A - 
co : 
| 
j / reste iee P 
gaan ie 
] ON 
a ’ on : 
ths 
ioe 
| ™ ee 
| se i. 
| 7? ” * 
| 
} Lpgecnt iL  cvemmmienies = RiMemameg cae ee Tae — : Bi. Sma 
aS ee sides = "oS te, 2 a - eS Bites (ae 
eS eae, : . ae ie $ : Oe = on el 5 es ‘ 
| ce: (ee eee ig “ee ee Pee sk ‘ 
ee ee A oa gs a reg ye Ra - mer EA 
me: ae: ue RS  — * in S. . Ss Beet 
oo lll eel spice: 
| ee me a aii ES en ae 
ee ee Sena 9 ai a Se i ; , . 
ae bee. 5. es: RE ae ee , |S BREE ss Poe fs Ses oak * a iy 
eee aa at : i ee ) 
ets pies : Be Sie ae ERE Sete 56 
"y ac % 3 i i e oo) 
i = ia . aes. i 3 
i ae : ail a9 . E K —_— 
Ree a ce RE aa ea eos : a 4 “wee ee ar E cee ae 
e SR OPES RS: Ea Cai teem a tt: ? 5 : 
a | Si a oe ee een ae a aa ; : 
Be ee a SE a ee . a Bg ea . <i 
#3 (DINE AER Eig ae BOSS ORR ae mee ee te 
ene Cee SR ae, Bae: 2 ae SS, MERE : — 
Cee a Ss oe ee were see ee ae 
iS SR RRO pe eae Pate - ee cee Bk ai toa : ~ aes 
Mees CUE cea Se ae ee ame 2s eee : 4 
Coa i : se i % et oe Rmeaag et tet a © 
Sec aoaem a vil . m agg ss Se. eee eS Peed en Pie pw a 
Bee “¥ 7 er ee . %. 2) Sa Daag cs ee ane 
ce P oh 2 SUS or ae ce: i 4 re “a 
eee a me. me ee ef My. sei Ee ee fei 
ie till: mB me re ee ee “<= an ics 
4 — ro: UL ys a ae wie <2. - - nth 
: ~~ —. — -«-§  * eae 
| an ad —_ i. : 
| 3: : = es ee oe a % : 
3 Sa - . esti Pe =. 3 aaars * ia “rs 
| is . ae a ee ia ee me a ae 
ee ee ‘ Pes ks | Be Si ig ne oan 
is ae ae ; A. eo BEA tote at st a é S; eee 
ea cn te pein: oo Sutras cage ae r e Kd Vie, 2 ae 3 ie et 
ec a s, SUP SA ee aime RL ana oN be -_ % Bons Fass ‘ ey 
| ss Ake Bae gS pc Be dt | we a = 
4 ee < .. Ae é # Cen? wi 
Bhs = 2 ie a eee 
ieee: Barer , oe ae tigre a 
ig Oe. 2 ol Pe © , i — 8 Raa 
ae ue a . 1s Ae : 3 re & sad 3 ae ee ee ae. tl 
| EE isi, Same Meena ea a ies E ee f 
} " e oe a4, 7 y 4 = ae ® sisi Be aaa = 
4 ‘ 4 > : 
A 
:- 
—, | PB : 
y , 
eae 
7 aa 2 S 
Fee 
se 
ieee 
Se 
eer 
| Ov i 
- it ee 
. - - 
= 7 
re 
4 
= 3 
‘Sa, 
- # 
7 
; © aa 
t 
wl LA eS 
’ ae aa 
eas 
= 
ae 
Bek Ns 
pen ess 5 ete ; SS 
. t ie gs oe Oe ve 
f m7 970KC | ge oi | 
- _ . = — 
1 7 | ee 4 : , . 
; me ; oa _ j ‘ 
i iG (=) : o. : a : ; 
earvics — : ie 
e a ‘ . y. ai - . 
} , 4 : . 7 
re | | | | 
Po . ™ 
: 
— } 
— 
ee a 
ema —_— 
. Pa . 
. * . é e % 7 “ s ’ : 


Benton Drops All 
Outside Interests 
fo Tackle New Job 


Must Use All Media 
to Aid Mankind, He 
Tells Press Parley 


Washington, Sept. 19.—Former 
adman William Benton, taking 
office today as Assistant Secre- 
tary of State in charge of public 
information, described himself as 
a man going out of things he 
knows how to do—and from the 
record, knows how to do well— 
into those which perhaps no one 
can do. 

The familiar field that Mr. Ben- 
ton was leaving included a group 
of educational and related activi- 
ties which had been built up in 
the 10-year period since he sold 


his interest in the advertising | 
partnership of Benton & Bowles. | 

The extent of this most recent | 
change in his life was punctuated | 
by the announcement that Mr. | 
Benton was withdrawing from one | 
and all of the activities with 
which he has been associated since | 
he left advertising for “something 
more closely related to public in-| 
terest.” 


Ending All Business Ties 


He was resigning from the vice- 
presidency of the University of 
Chicago, and the chairmanship of 
Encyclopedia Britannica and En- 
cyclopedia Britannica Films, an 
experiment in class-room use of) 
motion pictures close to his heart. | 

Subscription radio, which was 
to provide non-commercial FM 
service to metropolitan listeners 
for approximately a nickel a day, | 
was to be abandoned. Raymond | 
Rubicam, his friend from adver- | 
tising days, and Beardsley Ruml| 
were to replace him on the board | 
of Muzak, Inc. | 

For the record, the press was| 
to know that Mr._Benton’s only | 


velationship with the advertising| matic news had bypassed them in 


business at present results from 
an agreement providing that use 
of his name would go with the 
common _ stock of Benton & 
Bowles, which he sold in 1935. 


Faces Arduous Task 


In accepting the State Depart- 
ment post, Mr. Benton entered 
upon uncharted territory: 

1. He was expected to deter- 


| mine how more information about 


international affairs could be 
brought to the public, and more 
information about the _ public’s 
reaction could seep into the State 
Department. 

2. He had three months in 
which to map the size and scope 
of a new international informa- 
tion organization, which would 
explain this nation to _ others, 
while avoiding the pitfalls of 
propaganda, and unnecessary com- 
petition with private media. 

Mr. Benton’s change of life— 
as he called it—was under way 
less than 24 hours when the State 
Department reporters, bitter be- 
cause so much significant diplo- 


HE builds “Sales- Power” 


to reduce selling costs 


In these crucial reconversion months, sales management 
requires quick access to accurate information on which 
to base profit-building decisions. 

How to get it? This man can show you. He'll put 
within eye’s reach the “Fact-Power” you need to over- 
. to take the sharpest aim 


come new sales obstacles . 


at your most profitable prospects . 
effort wasted in running down thin markets. 

He is the Systems Technician . . 
visible record controls with the easy, fast analysis vital 
in seizing today’s sales opportunities at the lowest cost. 

But why not use this man’s resources in full? Let him 
also recommend vertical filing systems best fitted to 
vour method of operation, point-of-use fire protection 
for irreplaceable records, suitable office furniture, and 
catalog binders that put extra punch in your sales 


presentations. 


Now is the time to see the many ways in which “‘Fact- 
distribution 
nearest Branch Office—or write us in New York. 


Power” can lower vour 


HE helps sales leaders put maximum 
“sell” in postwar catalogs. Effective mer- 
chandising of current products and newlines 
calls for attractive-looking catalog binders 
that open flat for easy display, withstand 
long, rugged service and make sheet-chang- 
ing easy, fast and certain. To meet these re- 
quirements in every way, a complete new 
line of ring books have been added to the 
vastly improved Remington Rand compres- 
sion binders. 


HE helps to keep stores stocked with 
well-known food brands. One prominent 
company required speed and accuracy in 
providing its field force with monthly sales 
figures. They eliminated weeks of delay by 
posting sales to Kardex Visible and photo- 


graphing results for salesmen on Dexigraph 


.. to lop off time and 


. skilled in providing 


Call our 


costs. 
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Now available ...a complete NEW line of ring 
ond post binders engineered for all catalog 


requirements. 


exe 


machine. More productive calls followed. 
You too can save time, increase volume by 
directing salesmen with marginal comments 


Dexigraphed Kardex sales record. 


HE offers complete new study needed 
now in shaping and carrying out sales 
plans. 96 pages, 15 concise illustrated 
chapters full of success-proven ideas. Con- 
tains results of exhaustive research. Shows | 
part played by facts visibly charted for easy 
analysis and use...the three fundamental 
controls required for postwar sales manage- 
ment... new sales presentation methods 


‘Graph-A-Matic Control for Sales Manage- 


ment” is being used and praised by leading 


cutives. It’s tree on request. 


SYSTEMS DIVISION 


REMINGTON RAND 


315 Fourth Ave., New York 10, N. Y. 


mon man.” 


Advertising Age, September 24, 


recent years—wanted to know 
how he proposed to “expose the 
processes of our international re- 
lations to the insight of the com- 


Quotes Are ‘Out’ 


The exchange of questions and 
answers was colorful, but un- 
fortunately cannot be quoted, be- 
cause White House and State De- 
partment press conferences, being 
sanctums of the qualified phrase. 
operate under their own quaint 
rules. 

One reporter asked Mr. Benton 
if, as a former “common man,” he 
had any personal complaints about 
the amount of information that 
came out of government agencies. 
The answer was that, as a cOm- 
mon man 24 hours ago, the new 
Assistant Secretary of State had 
some strong convictions that the 
department would benefit if it 
were subjected to the public gaze. 

But, Mr. Benton conceded, the 
process of de-education was al- 
ready under way, and he couldn’t 
commit himseif on how he would | 


1943 


feel tomorrow. He observed ha: 
many good men come and go, by 
the State Department goes rol in; 
on, 

Debate Is Short-lived 


Reporters challenged Mr. Een. 
ton’s observation that “Foreign aj. 
fairs are being conducted in pub. 


lic to an accelerated degree’ 
pointing out that the recent Peay 
Harbor reports refuted this as. 
sumption. “People want to knoy 
more about the things that ¢ 
on,” one reporter said. “We ar 
available here at the State De. 
partment to be informed of thes 
things.” 

The debate petered out whe 
Mr. Benton insisted that he wa 
too new and uninformed to mak 
any promises. He declared for the 
record, though, that “the commo: 
man and the viewpoint of the 
common man ought to get to the 
State Department” and he wa 
convinced, “from his whole back. 
ground,” that “the more _infor- 
mation that got out, and _ the 
faster, the better it would be.” 

On hand was Ferdinand Kuhn. 


Nuts AND BOLTS 


- - - and Presidents 


“Nuts and bolts”—in slang—characterizes in general those un- 


glamorous staples of business about which, like junk, the buyer 


asks: “How much per pound?” 


Making and selling “nuts and 


bolts” need not be dull. Giant 


businesses and immense fortunes have been built by men who 


put glamor, romance, and excitement into the making, selling, and 


advertising of those products. 


In fields crowded with competitors out-shouting each other on 


the “price per pound,” men arose who saw the opportunity to 


put into their products the fine, the intangible, the priceless values. 
They knew that the most important nut on a locomotive (or an 


airplane or a pair of roller skates!) is the /oose nut, the neglected 


nut. They were inspired by the famous lines: “For the want of 


a nail ...a kingdom was lost.” 


So they set out to produce “nuts 


and bolts” as fine, as dependable, as ingenuity could make them. 


Engineers experimented for efficient designs; metallurgists searched 


and tested for flawless materials 
manship; and policy called for 
dealing. 


; craftsmen applied master work- 


dependable promises and fair 


Such exciting and important values do not appear in specifica- 
tions. Yet they are the most potent in building a business and the 
most potent in winning approval from presidents and top execu- 
tives. After the “price per pound” is compared executives make 
their final decision on progressiveness, prestige, dependability. 


Why not expose the priceless values that built your business to 
the eyes of executives who buy those intangibles? 


* 


Dun’s Review reaches 20,666 presidents and 35,485 other executives in th: 
leading companies in Manufacturing (55.9%); Wholesaling (24%); and Rail 


roads, Transportation, Utilities, Retail, 


Insurance (8.2 
panies available. 


o)- 


etc., (11.9%); Financial, Banking, an 


Detailed breakdown, by utles, type, and size of com 


DUNS REVIEW 


Published by DUN & 


BRADSTREET, Inc. 


- 290 Broadway, New York 8, N. Y. 


CHICAGO CLEVELAND 


BOSTON 


LOS ANGELES SAN FRANCISCO 
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former New York Times reporter, 
who heads up the international 
information office. Neither Mr. 
Beiton nor Mr. Kuhn would go 
far in detailing the future of this 
project, pointing out that this 
question would not be answered 
completely until a recommenda- 
tion is submitted to Secretary 
Byrnes at the end of this year. 


See Media to Be Used 


Newspapers, magazines, radio 
and other forms of communica- 
tions must be used to enable 
peoples to understand each other, 
Mr. Benton observed. The United 
States, particularly, as the most 
powerful nation on earth mili- 
tarily—at present—must face the 
responsibility of making clear to 
all the world that we propose to 
use our strength and the force 
of our example, constructively and 
in the interest of the well being 
of mankind. 

For the benefit of trade press 
representatives, Mr. Benton added 
that the State Department in- 
tended to support the free press 
and radio in this project, and 
whenever possible to work with 
privale organizations. It remains 
to be decided, he explained, where 
private interests do not, cannot 
and will not operate, so govern- 
ment can complete its plans. 


Tasks Are Set Forth 


Some idea of the size of the 
job is suggested by the official 
instructions setting up the new 
Office of International Informa- 
tion and Cultural Affairs: “It co- 
dinates and directs formulation 
f policy and taking of action in 
the field of international infor- 
mation and cultural affairs’; “de- 
velops policies and programs pro- 
moting freedom of information 
among peoples”; “furthers inter- 
national exchanges of persons, 
knowledge and skills”; and “co- 
ordinates programs and activities 


of other federal agencies in inter- 
national interchanges of persons, 
knowledge, and skills with overall 
United States policy.” 

During the three-month interim 
period that must pass before OWI| 
overseas functions and the ac- 
tivities of the late Office of In- 
ter-American Affairs are sifted 
down, Mr. Kuhn will drop vir- 
tually all of the publications that) 


have been issued by overseas 
government agencies. 
For the present, he indicated, 


short wave radio broadcasts will 
be continued, and publications in 
Germany and Russia will be re- 
tained. The short wave problem 
has many complications, includ- 
ing conflicting recommendations 
from the radio industry here, it| 
was felt, -and the Russian pub-| 
lications cannot be discontinued | 
until it is determined whether 
publishers can do the job. 


Eaton Labs Formed 
as Norwich Subsidiary 
Eaton Laboratories, Inc., New | 
York, wholly-owned subsidiary of 
the Norwich Pharmacal Company. 
has incorporated with the parent 
company, and will create and mar- 
ket preparations which offer ad- 
vances in therapeutics. 
President and general manager | 
is Melvin C. Eaton, and vice-pres- | 
ident, assistant general manager | 
and chairman of the _ scientific 
committee is Howard A. Sumner. 
Distribution to the drug trade will | 
be through the sales organization | 
of the parent company. | 


To Burke Dowling Adams 


A. D. Palmer Jr., director of | 
public and internal relations of | 
Curtiss-Wright Corporation’s air- | 
plane division for the past 10) 
years, has resigned to join Burke | 
Dowling Adams, Montclair, N. J., | 
agency, as account executive. 


IT’S “IN THE SOCK” 
FOR POSTWAR BUYING | 


More than $175,000,000.00 worth of War Bonds have been 
bought by St. Joseph County, Indiana. That’s an average of 
$3,500.00* per family throughout this county, which has ex- 


ceeded every monthly quota ever assigned it, a record perhaps 


unequalled! 


Setting another record is The Tribune circulation—the largest of 
any evening newspaper in any city in America of up-to-1 10,000 
people. It saturates the “Test Market of the Nation.” 


Does this combination of coverage, readership and pent-up pur- 
chasing power suggest a visit with our representatives? 


* At the same time, South Bend bank deposits have jumped to 
$101,120,178.70— 22 times greater than the boom year of 1928! 


The Soulh Bend Cribune 


NEWSPAPERS GET IMMEDIATE ACTION 
INC. 


BROOKS & FINLEY, 


} 


* NATIONAL REPRESENTATIVES 


ARGUMENT with EINSTEIN’ 
No quibblers, we . . . let Einstein have his own way 
with his theory of relativity. But when Einstein says, 
“| never think of the future. It comes soon enough”— : 
that’s where Sellevision picks its argument. We're not j 
physicists. We’re just radio folks trying each day to f. 
make a good station better. So, Einstein notwithstanding, 
we believe in thinking about the future. Yes, and doing & 
something about it, too! That’s why Sellevision, KSTP’s = 
concept of station betterment . . . a far-sighted policy whicte 
for more than four years, has been manifesting itself \ 
concretely in continuous audience promotion throughout 
our coverage area. Summing up our argument with Eins 


a 


stein, we think you'll agree with us that Sellevision— al 
the eyes to the ears of tomorrow—makes KSTP 


a better buy. 


KS 


MINNEAPOLIS . - - ST. PAUL 
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AD MAN NEEDS 
ASSIGNMENT 


FIELD: Drugs (Proprietary & ethical), 
Toilet Goods, General Sundries, To- 
bacco Products & Accessories. 


JOB: Can qualify as Assistant Ac- 
count Executive, leading to Account 
Executive; Advertising and/or Pro- 
motion Manager for Manufacturer, 
Distributor or Retail Drug Chain; 
Newspaper Representative to retail 
trade. 


DATA: 12 years all-around experi- 
ence; Age 31; Married, 3 children; 
Move anywhere; Available now; Will 
consider any salary offer. 


BOX 6253, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


An Excellent Oppor- 

tunity in Industrial 

Advertising fora 
Young Man 


internationsliy known manufacturer - 


pre 


A college education is desirable, an in’ 
technical copy is necessary, and the ability to 
write is essentizl The man we are s 

may have had little or no advertising experi- 


along with people. This is a real op; 
for a returned veteran or a young man anxious 
to learn the industrial advertising bysiness as 


commensurate with responsibility. 

limited only by individual's initiative and = 

formance. Please send full particulars, s 
and photograph. All replies strictly 


6211, Advertising 


con ° 
A 
100 e "Onis Street, Chicage 11. Titinets 


ART DIRECTOR 


If you can create crisp, modern lay- 
outs, know where to purchase art, 
able to direct our art staff... 


And if you dislike being just a a. 
in a big wheel, but prefer a smaller 
outfit where your efforts and talents 
are more readily recognized and ap- 


preciated . 

You'll be interested in our agency. 
You'll be a key man and work on 
significant national accounts. Position 


is permanent. Salary is exceptional. 
Drop in with samples of your work 
and let's talk it over. 


We also need a lettering and me- 
chanical man experienced in prepar- 
ing art for engravings. 


JONES FRANKEL COMPANY 
43 East Ohio Street Superior 0707 


MARKET RESEARCH 
——EXECUTIVE AVAILABLE 


Thoroughly qualified. Sales minded, marketing 
executive wants opportunity to do constructive 
" — lg Ey = Pa 

ize new Departm or revitalize existin 
oe et Researen 
Available October |st. 


uate. 
BOX 6255, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


The Advertising Market Place 


HELP WANTED 


The rates for this department are as follows: “Help Wanted,” ‘Positions 


Wanted,” ‘Representatives 
50 cents a line, minimum charge $2. 


Wednesday noon preceding publication date. 


card rates. 


Wanted,” 


and “Representatives 
Terms cash with order. 


Available,” 
Forms close 
Display advertisements take 


HELP WANTED 


HELP WANTED 


WANTED 
CREATIVE USED CAR PROMO- 
TION MAN FOR AUTOMOBILE 
MANUFACTURER 

The man we are looking for will 
have a broad knowledge of the au- 
tomobile business and a useable un- 
derstanding of the mechanics of 
cars and trucks. 


Sometime during his business career 
he will have worked in or directly 
out of the home office of an auto- 
mobile or truck manufacturer. 


He will have demonstrated his abil- 
ity to create and produce literature 
to dealers, merchandising campaigns 
= copy of a semi-technical char- 
acter. 


In addition to creative writing, he 
will have had experience in con- 
tacting dealers in the management 
of their used car departments and, 
in holding dealer meetings. 


He will be under forty. 


If you think you can qualify and 
are interested in a connection with 
a splendid postwar opportunity, give 
age, complete experience and avail- 
ability in first letter. Include sam- 
ples of work which will be returned. 


Address Personnel Division, The 
Studebaker Corporation, South Bend 
27, Indiana. 


ADVERTISING & PUBLISHING 
All types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
2008 S. State St., Har. 2063, Chicago. 


Automobile manufacturer wants 
district sales representatives with 
five years or more experience in 
wholesale automobile operations for 
districts in several parts of country. 
High school education. Age 30-45. 
Traveling expenses and factory car 
furnished. 

Box 7621, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IIl. 


Large auto manufacturer needs men 
with thorough mechanical and 
pleasing personalities to advise 
dealers on service and merchandis- 
ing problems. Age 25-43. Liberal 
salary. Traveling expenses paid. 
Box 7622, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Wanted: Sales Advertising Manager 
Well established proprietary, selling 
both through wholesalers and 
through small-town drug store 
agencies who buy direct, has won- 
derful opportunity for experienced 
man. Must be successful letter- 
writer as most orderr are solicited 
by mail. Must be careful in watch- 
ing and interpreting records of ad- 
vertising and sales. Copy now run- 
ning in some 1700 newspapers. Very 
little traveling. Headquarters in 
St. Paul. Write thoroughly, stat- 
ing experience and salary and bonus 
desired. O’Neil, Larson & McMahon 
Adv. Agency, 230 N. Michigan Ave., 
Chicago 1, Ill. 

Wanted—young man 25 to 40 with 
advertising and editorial experience 
to help sell advertising and edit 
long established business publica- 
tions. College graduate preferred. 
Give full particulars and send photo. 

Box 7628, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED—Commercial Artist, cap- 
able and experienced, by progres- 
sive Southern Photo-Engraver. Per- 
=o position, excellent commu- 
nity. 

Box 7631, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


J 


COPY MAN who can also do noua 
layouts wanted. Broadside and cir- 
cular layout and copy experience 
necessary. Baby chicks and hybrid 
corn farm paper and printed litera- 
ture our specialty. Good salary 
Plus real future for right man. 
France-Duff Advertising Agency, 
1904 Farnam, Omaha 2, Nebraska. 


COPYWRITER 
MAJOR AGCY. EXP., pkg. 2ds.$15,000 
FASHION ART DIR. agcy.....Open 
COPYWRITER, automotive. . .$10,000 
COPYWRITER, foods 


Ws A IE 56 cece Wales ds. Open 
SPACE SALES, class mag... ..$9,000 
SPACE SALES, class mag.... 6,000 
LAYOUT ARTISTS ......... to 8,000 
SALES PROM., dir. mail...... 4,200 


PROD. MGR., adv. Dept....... 4,000 
Other positions open of all types in 
advertising and publishing for both 
men and women. 
FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago 


Assistant advertising manager for 
large manufacturer. Agency experi- 
ence desirable. Write complete ap- 
plication to N. P. Bagby, Box 8839, 
Waco, Texas. 


SPACE SALESMAN 
Leading outdoor sportsman’s maga- 
zine has opening for able space 
salesman in its Chicago office. Sea- 
soned man of good character and 
ability will find this exceptional op- 
portunity. Knowledge of fishing and 
hunting desirable, also experience 
in merchandising. State experience 
and qualifications in two-page let- 
ter. Send photo which will be re- 
turned. 

Box 7648, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Mail order advertising man with 
thorough experience in planning 
and writing catalog pages—a good 
promotion man—can build a future 
with leading wholesaler. Our peo- 
ple have seen this ad. Apply by 
letter only, giving complete details. 
Advertising Manager, 
Butler Brothers 
P, 0. Box 5800A, Chicago 80, Ill. 


COPY MAN 
Established Chicago agency, whose 
clients include some of the strong- 


est national advertisers, requires 
the services of experienced copy- 
writer. General copy, plus definite 


ability to handle industrial assign- 
ments. Write giving full particu- 
lars of past experience. State earn- 
ing capacity. 
Box 7649, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


COPYWRITER 

Growing AAAA Philadelphia Agency 
offers excellent opportunity for 
young man or woman who can write 
hard-hitting selling copy for retail 
merchandise accounts. Experience 
in Department Store and other re- 
tail selling desirable. In reply, state 
age, background, experience and 
salary desired. 

Box 7650, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Pittsburgh Girl Friday for Adver- 
tising Agency Secretary-Office Man- 
ager; old-established small firm, 
away from downtown, pleasant as- 
sociates; a chance for an ambitious, 
capable girl to advance in a life- 
time connection where she will be 

appreciated. 
A. D. Walter, Ine. 
5405 Penn Ave., Pittsburgh 6, Pa. 


WANTED . 

ADVERTISING MANAGER 
To handle industrial account in 
town located 1% hrs. from Chicago. 
Require ability to edit house organ 
—prepare catalogs—assist in pub- 
licity material Radio or radar 
background desirable but not neces- 
sary. State age, experience, educa- 
tion and salary desired. 

Box 7651, ADVERTISING AGE 

100 E. Ohio St., Chicago‘11, Ill. 


ARTIST WANTED 
Opportunity for good creative man 
with fresh ideas and imagination 
to work on America’s largest ac- 
counts. Man who can make good 
layouts for displays and who can 
produce effective point-of-sale cam- 
paigns will have excellent future 
with one of America’s successful 
advertising firms. Telephone M. T. 
Green, Spaulding 1600, or write 
Chicago Show Printing Co., 2635 N. 
Kildare Ave., Chicago 39, Illinois. 


ARTIST WANTED 

Best art job in the South. Good 
all-round artist needed in Art De- 
partment of leading southern 
agency. Must be good on figures, 
good bem Pa ideas. Permanent job 
with unlimited opportunities, If you 
are the right man, you can make a 
lifetime connection under the most 
favorable of working conditions 
with a progressive agency staffed 
by the kind of people you would 
like to work with. Write fully, 
stating salary expected. 
Your samples will be 
later. 

Box 7655, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


YOUNG MAN 
COPY—LAYOUT EXPERIENCE 
Established building material and 
insulation manufacturer has excel- 
lent opening for young man with 
ideas and ambition, coupled with 
some copy and layout experience. 

Submit complete details. 
Box 7656, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 


Directory and Magazine space sales- 
man to manage publication in the 
Automotive Field. Salary, expenses 
and percentage of profits. Excellent 
opportunity for right man. Write 
giving qualifications. 

Box 7658, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
COPY MAN—A good, all-arounder 
with direct mail, catalog, promotion, 
house organ or editorial experience. 
Permanent job in lively department, 
intangible service business in Chgo. 
Box 7664, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


requested 


POSITIONS WANTED 


Does your firm need an alert, bright, 
well informed Copy Cub? Limited 
prewar background—2 yrs. college, 
continuing evening session. VET 
Looking ahead. 

Box 7643, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Advertising Manager for 
trade gore es group or 
metal manufacturing con- 
cern. High class technical 
ability with some engineer- 
ing background. Photog- 
rapher. Organizer, adminis- 
trator and _ systematizer. 
Agency copy and contact. 
N starter—no detail hand. 
Saiary $7,000 in money—no 
shares for future interests. 
Chicago headquarters. 

Box 7645, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
EDITORIAL: Fifteen yrs. with top 
trade publishing company as man- 
aging editor and associate editor. 

Prefer Middle-west or West. 
Box 7659, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


Newspaper representative, experi- 
enced in selling a list of news- 
papers. Must have ability to man- 
age branch office. State experience 
and salary. Responses will be held 
in strict confidence. 
Box 7652, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Do You Want Overseas Coverage 
of Army Personnel? 


The overseas coverage of ARMY TIMES is of Army 
units, posts, camps and stations, not individual subscrip- 
tions, as explained in our A.B.C. Report — copy on re- 
quest. Our overseas circulation of more than 100,000 
copies per week (total circulation 200,000 copies per 
week) has at least four or five times that much coverage 
of overseas Army personnel. P. S. Yes, advertising in 
ARMY TIMES goes overseas, and is carried in all 
four editions. Send for free copy of Merchandising 


for Morale. 


CHICAGO: H. B. France, 


DETROIT: 


BOSTON: Lawrence Mitchell, 


LOS ANGELES: 
SEATTLE: 


DAILY NEWS BUILDING 


Member Audit Bureau of Circulations 


Advertising Representatives 


NEW YORK: George T. Hopewell, 101 Park Avenue (Lexin 
549 West Randolph Street 
PHILADELPHIA: R. W. McCarney, Rm. 606, Jefferson Bldg. (Market 0887) 
Clark H. Stevens, 689 New Center Building (Madison 06389) 


SAN FRANCISCO: George D. Close, Inc., 5 Third Street (Garfield 6740) 


448 S. Hill Street (Michigan 1269) 
1011 


ARMY 


on 2-8788) 
(State 9564) 


80 Boylston Street (Hancock 5066) 


American Building 


TIMES 


WASHINGTON 5, D. C. 


Associate 
Editor 


Established merchandising trade jour- 
nal with headquarters in Chicago 
seeks ambitious editorial assistant 
with good general education who is 
willing to read proof, do rewrite work 
and assist with make-up in order to 
learn the details of this particular 
business. Applicants must be in their 
20s, ohysically strong, of pleasing 
personality. Salary open. Publisher 
recognizes that editorial talent is no 
less important than selling talent and 
should be compensated accordingly. 
Men of mediocre ability should not 
apply. State age, education, experi- 
ence. 
Box 6257, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


PRINTING 
BUYER 
WANTED 


One of America’s foremost man. 
ufacturers, located in Chicago an! 
leaders in their field, requires the 
services of a man who has a suff. | 
cient knowledge of printing to 
qualify him for the purchase and | 
supervision of brochures, book. | 
lets, folders, and various other 
types of direct mail advertising. 

Must have a sense of quality be- 
cause the printing to be bought is 
of the best. Good starting salary 
with definite pay raises for the 
right man. 

In your letter, tell us about your- 
self and what experience you have 
had and by what company or | 
firms you have been employed. 


Box 6252 
Advertising Age 
100 East Ohio Street 
Chicago, lll. 


PROMOTION 
ASSISTANT 
WANTED 


National Magazine, 
New York, wants crea- 
tive man, assist prep- 
aration advertising 
presentations, trade 
aper campaigns, sales 
etters. Write fully, 
confidence respected. 


Box 6256 
Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


SALES — FOR SALE 


This marketing executive can— 

@win repeat customers for you at 
a profit 

@ move merchandise fast, good times 
or bad with selling programs which 
work 

@expand your present markets, un- 
cover new uses, develop new prod- 
ucts and new markets 

@ select, train and lead men to vol- 
ume production in national mar- 
kets 
$1,000,000. yearly in new sales in 
new markets were the results for 
one manufacturer based on satis- 
fying customers wants and needs. 
He is a find for an aggressive 
manufacturer who wants to make— 
more jobs, better profits through 
new sales. 


Box 6259, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


BUSINESS PAPER SALES 
AND PROMOTIONAL 
MANAGER WANTED 


Must be able to write advertising 
and sell advertising for well - known 
technical magazine in mining field. 
Experience with manufacturers’ adver- 
tising would be helpful. Must be able 
to take over responsibilities of adver- 
tising sales now or at an early date. 
Good salary commensurate with 
ability to produce. 


Write Box 6247, ADVERTISING AGE, 
100 E. Ohio St. Chicago 11, Illinois. 


Leading publishing organize- 
tion mAs two-fisted sales 
representative to sell news- 
papers throughout the coun- 
try — an outstanding adver- 
tising and merchandising 
syndication. 
HE MUST EARN 


NOT LESS THAN 
$20,000 A YEAR 


Age 30 to 45. Drawing ac- 
count. State full qualifica- 
tions. 


Box 6258, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 
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POSITIONS WANTED = 


sperienced export sales manager, 
pccount executive and Spanish copy 
piel With unusual background and 
nowledge of world markets, media 
wnd advertising, seeks position with 
»anufacturer, advertising agency 
+ as editor for Spanish language 
yblication, 

Box 7657, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Il. 


opy cub. Alert, alive, young—will 

tart near bottom rung. Can write, 

dit-—-will be a credit. Retail copy, 

poduction experience; A. B. with 
ors. 

: Bi x 7644, ADVERTISING AGE 

3) W. 42nd St., New York 18, N. Y 


ideal man to 0. K. color work, has 
njorough knowledge of roto-gra- 
ure (conventional and Dultgen) 
nd photo-engraving, also gravure 
ress and letter press operation. 
Box 7646, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


\dvertising Manager with 12 yrs. 
op merchandising exp. Planned, 
irected Sales Promotion and Adv. 
Programs that were instrumental 
n moving millions yearly in con- 
ymers’ merchandise. 2 yrs. in the 
ndustrial Advertising field, now in- 
erested as Sale Prom. and Adv. 
vcr. for a large manufacturer ex- 
bocting heavy sales in consumer 
ines. Age 32, prefer Chicago area. 
| Box 7647, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Il. 


ACCOUNT EXECUTIVE. Now with 
ind. Agency but wants pos. with a 
seneral. Knows sales Pub. Rel. 
sctive in well-known civic projects. 
pres. salary $6,000. Age 32. 

. Box 7653, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


Creative Copywriter 
sre you looking for an experienced 
herson, capable of turning out clear, 
forceful copy, possessing initiative 
and not afraid to work? Interested 
n making permanent Chicago con- 
nection writing agency or radio 
ropy, opportunity for wider experi- 
nce desired. At present with long 
stablished 4-A agency. Have 
junded out consumer and dealer 
ropy on candy, beverages, dog food. 
\lso 2% years experience with larg- 
st mail order house writing shoe, 
toy, sporting goods, jewelry, home 
ippliances copy. ype own copy. 
\ge 24. B. S. degree from School 
bf Commerce. B. Froshauer, 2349 
Grace St., Chicago 18, Ill. 


Free-lance copywriter; for retail 
store mail order catalogs or agency 
accounts. Finest experience. 
Box 7660, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


OUTDOOR ADVERTISING MAN 
with many years experience in sales 
romotion and field work, desires 
bosition in Outdoor Dept. of na- 
ional advertising agency. 

Box 7661, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


Radio Gal Friday—New ideas writ- 
ng radio programs, publicity, & 
mmercials for postwar. 10 yrs. 
xp. radio, press, adv. in Chicago, 
.. Y., Hollywood & Europe. Mathilde 
Irnestine, 1405 E. 67th Pl., Chicago 
nly. Phone, Fairfax 7867. 


GENERAL MANAGER 

‘apable executive with keen sense 
f responsibility, energetic and re- 
irceful, experienced in all phases 

the Graphic Arts also layout, 
opywriting, editing, merchandising, 
ntacting, purchasing and Agency 
peration will be available Oct. 15. 
Box 7663, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, IL 


REPRESENTATIVES AVAILABLE 


lid-West representative with wide 
xrperience and agency acquaintance 
an efficiently handle one additional 
rade of class pubn. Comm. 
Box 7642, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


DVERTISING REPRESENTATIVE 
ne of the twenty largest business 
apers in advertising revenue in 
his country, and the largest in its 
articular field, has an opening in 
he middle-west for a representa- 
ive accustomed to plenty of travel 
nd accustomed to, or capable of 
ree earnings. Write in confidence 
ill details of experience, etc. 

Box 7641, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


fas your house organ budget been 
reconverted” so as not to allow 
r full time editor? We take over 
Omplete editing and production of 
Ouse organs, bulletins, training 
ook lets, brochures on inexpensive 
ree-lance basis. 

Box 7662, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
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Heinz Builds Up 
Salesman in New 
Trade Campaign 


Pittsburgh, Sept. 19—The Heinz 
salesman is “A Great Guy,” a 
series of 12 full-page advertise- 
ments in leading retail trade and 
marketing publications will tell 
the world beginning in October. 

The program, according to J. B. 
Holcomb, director and sales man- 
ager of H. J. Heinz Company, 
“serves the double purpose of in- 
troducing the Heinz man to our 
new customers and assuring the 
old ones that he is finer than 
ever.” 

Increased competition in all 
lines and full supplies of goods 


ih 


“offer a real challenge to every 
salesman, not only in the Heinz 
organization but in every other 
line of endeavor,” Mr. Holcomb 
said. 


Each Salesman Important 


The Heinz sales organization 
was kept intact during the war 
and is geared for expansion. To 
add to the salesman’s importance 
in the postwar economic scheme, 
the company sees as one of its 
important objectives the identifi- 
cation of each Heinz salesman. 
The first ad of the series carries 
a picture of a company salesman 
in full stride with his grip in one 
hand and a supply of point-of- 
sale advertising material under his 
arm as he enters a dealer’s store. 

Maxon, Inc., Detroit, is the 
agency. 


Name Melamed-Hobbs 

Melamed-Hobbs, Inc., Minrs- 
apolis, has been appointed by Con- 
sumers Gas Company, Detroit 
Lakes, Minn.; Park Square Mfg. 
Company, St. Paul, and Modern 
Medicine, Minneapolis. 


Camtfield Names Sanford 


D. E. Sanford Company, with 
offices in New York and other 
principal cities, has been ap- 
pointed sales agent for the new 
Camfield automatic toaster, prod- 
uct of Camfield Mfg. Company, 
Grand Haven, Mich. 


Obermeyer to Holland 
Charles W. Obermeyer, for- 
merly with S. C. Johnson & Son, 
and recently discharged from serv- 
ice, has joined William F. Holland 
Advertising Agency, Cincinnati, as 


account executive. 


Hullinger to Stop Nut 


O. M. Hullinger has been ap- 
pointed Chicago office manager of 
Elastic Stop Nut Corporation. 


par is aie ae. ? 


“the little magazine 
with the big audience” 


fis 
eu 


Bek. 


Have you any problems 
in this Reconversion Period 7 


I: advertising is a problem now, you'll do well 


to read this carefully, because you can buy all the 


motion picture advertising you need when you 


want it — where you want it. What’s more, the 


elasticity of motion picture advertising can take 


care of any uncertainties in your budget. .. . 


And with motion picture advertising, all your 


audience gets all your message . . 


remember you! 


movies... 


. and they 


For people are receptive to 


they sit with eyes, ears, and minds 


riveted to the screen. So when your story reaches 


DROP US A LINE TODAY AND WE'LL SHOW YoU HOW! 


MOTION PICTURE ADVERTISING 
SERVICE CO., INC. 


Home Office: 1032 Carondelet St., New Orleans 13, La. 
Eastern National Sales Office: 
70 East 45th St., New York 17, N. Y. 


Lk AE TS 


them, they retain your sales message . 


..and act. 


Motion picture advertising combines sight, 


sound, motion and music on the screen . . . gives 


your audience something new, fresh, different. 


In just one minute, professional! actors tell your 


sales story . . . show the services you perform... 


really convince the audience. 


Our thirty years of REEL experience is your 


guarantee of REAL results. And we take care of 


all details . 
billing, etc. 


. . planning, scheduling, shooting, 


UNITED FILM SERVICE, INC. 


Home Office: 2449 Charlotte St., Kansas City 8, Mo. 
Western National Sales Office: 
333 No. Michigan Ave., Chicago 1, Ill. 
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Strikes Threaten 
Reconversion Plan |sess.:%. cement ee, 


squeeze that are accompanying de- 
mobilization of the war machine. 
According to the best previous 


spring, with reconversion gaining 
sufficient momentum by that time 


for Major Plants to eat into the ranks of unem- 


WMC, WPB Report 
Good Progress in 
Some Other Fields 


Washington, 


ployed that will build up this win- 
ter and early spring. 


Prewar Levels by February? 


Most recent War Manpower 
Commission reports of reconver- 
sion’s progress were sufficiently 


19.—Recon- | encouraging to convince retiring 
watched the/ manpower chief Paul McNutt that 
growing labor unrest in the auto- given agreement on price, wage, 
motive and oil industries this week | and other issues, many of the con- 
acutely conscious that delay in the|cyumer durable industries would 
long - awaited|be back at prewar employment 
consumer durables might upset the | jevels by February. 


delicate timing of the transition While Mr. McNutt felt the pre- 


| war level in itself was of little sig- 


stood before the|nificance, since manufacturing em- 
Strikes appeared, the administra- | ployment during wartime far ex- 
tion was confident that industry | ceeded that point, he felt it was a 
had a good chance to get started | good indication of what might be 
time to relieve the 


inflation | expected as these industries—au- 


pressures and unemployment | 


tomobile, truck, household equip- 
ment, communications equipment 
and furniture—headed for record 
production levels next spring. 

Two other findings convinced 
Mr. McNutt that the employment 
situation this winter might not 
deteriorate as badly as originally 
estimated. WMC research people 
report that some industries—rail- 
road, textile and coal mining—are 
still actively recruiting workers. 
Moreover, food processing, retail 
trades and construction industries 
appear to be heading for seasonal 
peaks. 


Producers Speed Goods 


Supporting Mr. McNutt’s report 
were some WPB studies of recon- 
version in a number of consumer 
durable fields, where manufactur- 
ers are rushing into production, 
delaying postwar “super” models 
in the interest of saving time. 

During the past few days,:-WPB 
has issued reports for the gas 
stove, vacuum cleaner and wash- 
ing machine industry. In each 
case, first arrivals will be similar 


written and edited EXCLUSIVELY for the mothers 
of children in the 2-6 age group. 
Published by the publishers of BABY TALK. 
TWO to six will be sprightly in appearance and 
sound in substance. It will give the mothers of 


youngsters in this highly selective age group the 


IT WON'T BE LONG NOW! 


2646 8 6046 2 OS £.OP eS o. 4.9 99 2ORO 68 O28 OF 48646484 SAB EER ECV er 99 


rt. pAY Now you will be reading Vol. 1. 


No. 1 of TWo to stx —the new and ONLY magazine 


common-sense advice they seek in guiding their 


children through the pre-school years . . . advice 


on diet and nutrition, on health and hygiene, on 


apparel and appearance, on behavior and general 


welfare, on games and recreation. 


As selective in its method of distribution as it 


is in editorial content, TWO to SIX offers adver- 


tisers a waste-free approach to one of the richest 


segments of the lucrative market of mothers—the 


segment in which the buying of family needs 


rapidly and constantly expands. 


For circulation details and advertising rates 


—or if you'd like to see a dummy 


today to: 


NOW — write 


the magazine for mothers of young children 


LEAM PUBLISHING CORPORATION, 420 MADISON AVENUE, NEW YORK 17, N.Y. 


to those made before the war. In 
most instances, it will be the end 
of this year before production 
reaches significant volume. 

Here is what WPB finds: 

Washing Machines: Reconver- 
sion moving faster than expected, 
permitting production of 75,000 
instead of the anticipated 50,000 
machines in the quarter ending 
Sept. 30. During October-Decem- 
ber, the industry will reach the 
prewar rate of 500,000 quarterly. 


Making Prewar Types 


In order to get into production 
quickly, the industry is generally 
producing types made in the im- 
mediate prewar period. WPB be- 
lieves a wide choice of low and 
medium as well as high cost mod- 
els will be available. Washers will 
not be rationed. 

Vacuum Cleaners: Production 


j\lagging behind other appliances 


because of continued shortage of 
textiles for bags and hose cover- 
ings. In the quarter ending Sept. 
30, output will total only 40,000, 
but rate may reach 150,000 in the 
fourth quarter. Normal produc- 


| tion is nearly 2,000,000 a year. 


Cleaners made in 1945 will re- 
semble prewar units, and should 
be well proportioned among low, 
medium and high price lines. 
Though not rationed, they are un- 
likely to reach retail markets until 
after January. 


Prewar Rate in December 


Gas Stoves: Production will ap- 
proach prewar rate of 165,000 a 
month by December, reach 220,- 
000 in June, 1946. New models 
will not appear until “some time 
in 1946” because they require dies 
which are not yet available. 

According to Mr. McNutt’s sur- 
veys, automobile production was 
estimated for 300,000 cars and 
trucks a month by February, with 
the ultimate production goal for 
the industry 5,000,000 cars and 
1,000,000 trucks a year. By Febru- 
ary, about 500,000 workers were 
to be used with 600,000 required 
for the ultimate rate of produc- 
tion. Total wartime employment 
of the auto plants reached 800,000 
in March, 1945. 

WMC expects that manufactur- 
ers of domestic washing machines, 
refrigerators, electric irons, vacu- 
um cleaners, electric ranges, sew- 


Ade cT Using 
more. Employment may excee 
prewar figures within six month ews 

May Double Empleymen; | 


The communications equip ne 10 Sel. 
industry, because of postwar » * 
tentialities of radio, radar ay, atiol 
other electronic equipment, is ex ; 
pected to absorb all but 10) ,09 (Caner 
of the 400,000 on its payroll a: t,qg2y meet 
wartime high. That means nopg™mpeach Hot 
than double the prewar figure hat, with 

Unsatisfied customer demanAmeome from 
for new houshold furniture, ¢o, 


struction of homes and _ publi , 


buildings, and plans for repaij ort hed | 
should send employment back ™pe"’._ ©” 
the 190,000 peacetime level ragmee°S?'Y : 
idly. Expansion of the wood-fy gers 
niture industry, which is looking’. fies 
for 75,000 workers, is held up | eade y 

: New York 


textile shortages and low Wages 


ry hi 
The building boom will dra ership ha 


whit € 
200,000 more workers into og tg 
construction trades by Octobe nie rec 
with at least 100,000 remaining o@..j< of 
the job regardless of the seveqil 
winter weather ahead. Shortag Plans ‘1 


of materials will retard full dey: The gro 
opment of this activity. chosen a I 

WMC also noted: Half a millioiealed th 
workers will be needed by the reemplates 
tail trade for Christmas. In adding group 
tion, hundreds of thousands offfpapers of 
full-time workers will be addedfections o 
to fill deferred labor needs. ing the fl 

Continued above - normal deg™pyantages | 
mands for food should hold emg™dium.” ‘S 
ployment 25% above peacetimamwere forn 
levels in the packing industryj™mmediately 


WMC said. ‘he group 
neeting a 
Newspa} 


present m 


Expand Newspaper Drive 
on Sky-Rite Stationery 


Journal, 
Small-space insertions in new: Globe, B 
papers first placed abwut, fou rhicago 7 
months ago by Sky-Rite Air Magy "°9° ¢ 
Paper Company, New York, coe Re 


the Manhattan area, are appear : 
ing in similar space in the Chicagqm0it Net 
Sun this month. Kansas 
Ads feature the company’s traddilCourier-J 
character, eee Emma, who caudipaukee . 
tions correspondents to “get genuty,,_ 
ine Sky-Rite, and not a ‘phoney.’ horus 
Roy S. Durstine, Inc., New York 
handles the account. 


Contessa to Stevenson 
Victor Contessa has been ap 

pointed president of the R. C 

Stevenson Company, Long Island 


City, N. Y., printing and advertis 
ing firm. Mr. Conte»sa was for 


merly sales promotion manager Th. 
Westinghouse International Com 
pany, advertising manager 0 Am 


Freed - Eisemann Radio Corpora 
tion, and has been account execu 


Tires and Tubes 
Batteries Radios 
Spark Plugs 
Brake Lining 
Tire Chains 


IN THE TIRE and ALLIED |) « 
FIELDS the NUMBER ONE |) :: 
BUSINESS PAPER is |} “ 


TIRE REVIEW } * 


Your Market Place for 
Auto Supplies 
Home Appliances 


Housewares 
Paint Supplies 


Phone Richmond 6191 


ing machines and other appliances | tive’ “with Federal Advertising The 

will operate at prewar levels by| Agency and Moss Associates, New 

February, employing 85,000 or| York. dus 
Thi 


Hardware 
Wheel Goods 
Sporting Goods 
Travel Supplies 


Automobiles Gin 


TIRE REVIEW ff .. 


Published at Akron, Ohio, for 44 years The 
for the tire and super service stations The 

31 N. SUMMIT ST., AKRON 8, OHIO The 
Los Angeles—J. H. Tinkham, 1406 S. Grand Ave. p 
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ewspaper Group 


ni 

innato Sell Space 

al _ 

: «ff{Nationally Soon 
Saad (Continued from Page 1) 

a ‘a jay meeting at the Edgewater 
5 mormpeach Hotel, it was announced 
re [gpat, with final approval still to 
lernangmeome from one or two newspapers, 
> ‘a the group will “support the plan 


ncluded in the committee’s re- 
ort for the creation of a na- 
ional newspaper group and the 


Publig 
repaig 


4 ; : necessary sales organization to 
sdf implement it.” _This reference 
lookindt to a committee, apparently 

™\Gleaded by H. B. Sherwood of the 
UD Yow York News but whose mem- 
Wasi orship has not been announced, 
| drawl hich was appointed to work 
to th@ll-ith the Harper organization and 
ctober make recommendations on the 
NE Oasis of the report. 


Severe 
1ortag 
dey el 


Plans ‘Inter-locking Groups’ 


The group, which still has not 
rhosen a name for itself, also re- 


Milliomvealed that the “proposal con- 


the reg@#femplates a number of inter-lock- 
n addi@ing groups composed of news- 
nds papers of various sizes in all 
added™mections of the country, preserv- 


ing the flexibility and other ad- 


al deg™vantages of the newspaper me- 
ld epmgadium.” Several sub-committees 
1cetimagmgwere formed today to meet im- 
dustryf™mediately to complete details, and 
‘BBhe group intends to hold a full 
neeting again in the near future. 

Drivel Newspapers represented at the 


present meeting were the Atlanta 


ry 


journal, Baltimore Sun, Boston 
Nnewsiclobe, Boston Herald-Traveler, 
o bee Chicago Tribune, Cleveland Plain 
cae “BiDealer, Columbus Dispatch, Des 
appear Moines Register and Tribune, De- 
Thicagamroit News, Indianapolis News, 
Kansas City Star, Louisville 
’s tradaiiCourier-Journal and Times, Mil- 
10 Cal@ipaukee Journal, Minneapolis 
hag, Star-Journal and Tribune, New- 
y York 
| 
| 
on 
en ap 
R. C 
Island 
iverti 
as fo 
a> The backbone of 
on 
yer America is Home. 
orpora 
execu 
ertising The backbone of In: | 
2s, New 


dustry is Home. | 


| The backbone of 
Advertising is 
Home. 


| The backbone of a 
E newspaper is Home. 
|} And no newspaper 
in Washington has 
so much backbone as 


the Times-Herald. 


pS CRP 


Editor and Publisher 


; Times Sa Heral 


WASHINGTON, D C. 


TIMES-HERALD 228,497 
The STAR 197,583 
The POST . 162,247 
The NEWS . 101,039 


as vo} March 31, 1945 


National Representatives 
GEO, A. McDEVITT CO. 


ark News, New York News, New 
York Times, Omaha World-Her- 
ald, Philadelphia Bulletin, Phila- 
delphia Inquirer, Providence Bul- 
letin, St. Louis Post-Dispatch and 
Washington Star. 


Study Cost $50,000 


It was emphasized that these, 
and several other “participating” 


newspapers whose_ executives 
were unable to attend, are not 
necessarily sponsors, at up to 


$2,500 each, who put up the $50,- 
000 reportedly paid to the Harper 
organization to make the study. 

Presentation of the report alone 
took up five hours of the meet- 
ing this week. Members today re- 
fused to reveal the findings in the 
report, the ‘make-up of the new 
sub-committees’ memberships or 
the probable date when any part 
of the report will be made pub- 
lic. They said merely that the 
presentation covered a wide range 


of statistical data on newspaper 
circulations and other advertis- 
ing and marketing factors on a 
nationwide basis. 


15 Points Studied 


As reported last November by 
ADVERTISING AGE, the Harper or- 
ganization was commissioned to 
cover 15 points, including: The 
cities and newspapers that should 
be included in the network; sta- 
tistical material to develop sales 
and result stories for all news- 
papers; whether there should be 
groups within groups—a _ point 
touched on in today’s announce- 
ment; whether a package of news- 
papers is salable; how advertisers 
may properly use newspapers 
economically; use of special rep- 
resentatives by the group. 

Also, whether discounts should 
be used in group space selling; 
whether the program would con- 
flict with Bureau of Advertising 


expansion plans; reasons why ad- 
vertisers have stopped using mag- 
azines or radio; the number and 
type of executives needed to head 
the selling organization; total cost 
of the program, cost to each spon- 
sor and how to pro-rate the costs, 
and anything else that “can be 
done to put newspaper selling 
again on a strong basis, and make 
newspapers a national medium 
rather than in their present status 
of merely being several hundred 
local merchandising units.” 


Gallagher & Burton 


Enters Sports Programs 
Gallagher & Burton’s whisky 
will be promoted this fall and win- 
ter by full-page advertisements in 
sports programs covering such 
games as basketball, hockey, rodeo, 
boxing, professional football, etc., 
especially in the metropolitan New 
York area. The campaign is being 
scheduled by William Jameson & 


/3 


Co. division of Seagram Distillers 
Corporation, through Lawrence 
Fertig & Co., New York. 

Based on the theme, “It takes 
real class to. win and hold public 
favor,” copy will be individualized 
for each sport. Boxing programs, 
for example, will illustrate “Mr. 
Gallagher” and “Mr. Burton” 
viewing an etching of one of the 
great fights of the century, with 
each commenting on the fight and 
coincidentally on their product. 


Sills Expands Office 

Theodore R. Sills & Co., public 
relations firm, has announced ex- 
pansion of its New York offices, 
with new quarters at 502 Park 
Ave. 


To Blaine-Thompson 

Gordon Reekie has resigned as 
art director of Parade to join the 
Blaine-Thompson Company, New 
York agency, as associate art di- 
rector. 


aay 


JOURNAL 
CIRCULATION 
SOUTH'S 
LARGEST 


IS THE 


MAGAZINE 


(eted by ANCES PEREERSOR 


Readership: — 
98% Women 


ore 


| 96% Men 


cs 


to the publication field. 


—Publication Research Service 


* ae 


It is the local angle. 


readership of 96 and 98 per cent—to see how 


this intensity ups and ad’s expectancy—request 
Ferguson-Walker or The Metropolitan Group. 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


South's Gest Seller... 


The Atlanta Journal Sunday Magazine technique 
has developed a new force for advertising. To the 
effectiveness of color and roto reproduction it has 


harnessed the most compelling attention factor known 


To learn how The Atlanta Journal formula produces a 


a copy of the magazine. Ask The Journal, Sawyer- 
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Girls ‘Get’ Men 
Sans Listerine, 
AA Study Finds 


(Continued from Page 1) 


by Mum deodorant, while three 
women were aided by Arrid. 

Two men, and no women, were 
sufficiently concerned over the so- 
cial effects of “B.O.” to wash with 
Lifebuoy soap, and only one man 
may have been intrigued enough 
by Peter Arno’s chummy illustra- 
tions to avoid “Five O’Clock Shad- 
ow” with Gem razor blades. 


Woodbury Ads Score 


The clinging, seductive Wood- 
bury soap ads, however, appar- 
ently had greater effect. Five 
women and three men stepped up 
their appeal with Woodbury. 
Hind’s Honey and Almond cream 
got one vote (female) and Kreml 


hair tonic one vote (male). Vase- 


line hair tonic did twice as well 


among the men and Coty perfumes 


twice as well among the women. 

But perhaps a lot of the couples 
were too excited, standing there, 
as it were, on the brink of the 
plunge, to remember all the little 
things that made them irresistible, 
one to another. 


Asked Effect of Claims 


ADVERTISING AGE tried to make 
things simple for them—and the 
marriage license clerk was help- 
ful too—by merely telling them 
that a business publication “would 
like to know the extent to which 
advertising claims influence mar- 
riage.” 

“You have seen or heard the 
claims of various advertisers that 
the use of their products can help 
you ‘get your man—or woman,’” 
AA said. ‘“‘We want to know what 
effect—if any—these claims may 
have had on you.” And then Miss 
Nazeley asked each member of 
each couple about his or her use 
of specific products which have 


promoted on that theme. 


did not ask them for 
names. 
hardly a word of 


been b 
She their 

Speaking Eng- 
lish, a Puerto Rican housewife en- 
tered her second marriage by re- 
vealing that she had used Pond’s 
for years and that Coty perfume 
had helped make her so charming. 
Her future husband, also Puerto 
Rican, said he was not worried 


about “five o’clock shadow,” but 
he did use Gem blades. 


Use Three Products 


An Iowa college girl and a Wis- 
consin naval lieutenant agreed on 
Colgate’s dental cream. Pond’s 
cream had helped her through 
high school and college, and he 
had used Lifebuoy since he en- 
tered the Navy. 

An Army captain and a Wac 
lieutenant also were Colgate cus- 
tomers, and the Wac admitted that 
Arrid had helped to guard her 
against embarrassing moments. 

Pond’s, Woodbury, Colgate and 
Mum all received the endorsement 
of a girl from Virginia. Her blond 


Walkie-talkies and 


common as phones in the post- 
beginning. Indoors or outdoors- 


you will be in position to carry on a two-way 
conversation like a marine on a beachhead. Call 


a messenger ... hail a taxi... 


ing farm hands: “Dinner is ready”. 


plications are infinite. 


Hundreds of thousands of workers have 


duced handie-talkies and sim 


devices under the impetus of war. 
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handie-talkies 


or tell your toil- 


through RADIO-CRAFT 


will be 


war world just 


as 


—at any spot— 


... The ap- 


pro- 
electronic 


They will 


ilar 


RADIO-CRAFT 


BROADWAY, NEW YORK 7, N. Y 


Kindly send me a copy of your SURVEY 


Name 
Company 
Radio-Electronics 
In All Its Phases Street Zone No 
woe SU tae ese! os : 
. 0 t e%e * @ «6 aby ° - > i 
" . e * fe: ee as ee o. é% e e 
re De ba ee, Der ch ee.* A 


tising schedule. 


continue to be produced in ever increasing num- 
bers. A huge army of technicians will be needed | 
to design, test, repair and maintain them, also” 
to effect improvements. 
These men read RADIO-CRAFT. It keeps them| Worcester Sunday Telegram’s 
posted on new devices—their construction and | 
maintenance. These are the men you will want 


to tell about new radio or electronic products. | 


Be sure to put RADIO-CRAFT on your adver-| 


A reader-analysis 


be supplied on request. 


Title 


State 


survey will | 


Norwegian sailor liked Lifebuoy, 
Colgate’s and Vitalis, when he 
could get it. 


Yardley’s Makes Hit 


Chaperoned by their parents, a 
17-year-old Italian-American girl 
who works in a five-and-dime store, 
betrothed to an 18-year‘old sailor, 
expressed her preferences for 
Pond’s, Colgate’s and Arrid. He 
liked her in black, with Evening 
in Paris perfume, and she was in- 
trigued by his Yardley’s after- 
shave lotion, even though he 
hadn’t enough beard yet for a 
razor. 

A Cambridge, Mass., volunteer 
worker and her Boston junior law 
fiance vigorously denied use of 
anything -that had to do with “big 
advertising.” He cleaned his 
teeth with salt, and she said she 
didn’t need anything to make her- 
self charming. 


Mention only ‘Character’ 


“Character” and not “glamor or 
charm” was responsible for the 
mating of a girl dramatic student 
from Philadelphia and a Brooklyn 
Army private, and therefore, they 
said, advertising did not enter into 
their affair. 

A Chicago boy job-seeker and 
Boston girl file clerk were “too 
busy to bother with the ads,” 
and a Negro couple from Jamaica, 
L. L., liked only to jitterbug and 
were going to raise a jitterbug 
family. 

Although a very dark Negro 
said that advertisements are “a 
lot of bosh and nonsense,” his 
beautiful mulatto bride-to-be ad- 
mitted that she used Woodbury’s, 
Colgate’s, Mum and Clover per- 
fume. 

Two couples in their early for- 
ties hesitated to admit preference 


avertising Age, september 4dvertisin 
for particular products. 

A former elevator operator, jy, 
back from the war, and his Ne 
York bride were sold on Woo 
bury and Vaseline hair tonic. §), 


Unite 
Worl 


used soap and water, instead Jar Orel 
cream. ; 
Then there was the Negro ” a 
tor, about 35, who had been pers “a ; 
Palmolive soap, perhaps to ty ee 
“the skin you love to touch,” adhe aa 
babyhood, and the Harlem sal, . world’ 
clerk who spoke up for Pepsode visory e 
and Arrid. ‘ve busin 
One bride’s mother, who did af ternatior 
the talking for this couple, sai@forting act 
that she had brought her “babyiign Servi 
up on Ivory soap and Kolynof At pres 
The bridegroom managed to tdffpent advis 
AA that he liked Vaseline for hidted in ma 
hair. he condit 
There were others, but this ziyedortation 1 
you a rough idea. xchange, 
handise a 
‘PHONY’ TOOTHPASTE But cor 
CLAIMS CITED BY ‘PM’ foreign Se 
New York, Sept. 20.—Marshajjmmomic con 
Field’s ad-less New York newsp,gq™vo'!d, to_ 
per PM, this week began a serieqgen export 
of articles by Albert Deutsch ome goa! of § 
“How Tooth Paste Ads Misleaqmary Walle 
the Public.” Will 
The series points out tha 
“‘“slamor’ claims for dentifrice Moreove 
have been debunked by the AmergeePartmen 
ican Dental Association’s council publicatior 
on dental therapeutics and by the aap 
Federal Trade Commission.” Thd Sectaall . 
opening page article, illustrated ts exam} 
with ads, reported FTC actions, foreign 


against Colgate’s dental cream and 
powder and Ipana tocthpaste. The 
claims for Pepsodent, Listerin« 
Calox, and others, will follow. 
The ADA’s council, PM say; 
has issued a report “blasting the 
advertising claims of practically 
every popular brand of dentifricd 


in interna 
in order tc 
make con! 

The con 
today is d 
business ¢ 
tions into 
ean contri 
improvem 


—paste, powder or liquid.” ; 
commerciz 


Search the nation for a news- 
paper magazine to equal the 


Feature Parade in local appeal or 
reader interest. Worcester people 
and Worcester events in 7 out of 
every 10 pages. Its 90,000 copies 
each Sunday leave a huge wake 
of popularity and an ever grow- 
ing list of volunteer testimonials 
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Membe) 
. Skeets, 
Socony-V. 
‘hamber 
‘letcher, 
rancis L 
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Morris S. 


SS 


LY ner? 


nother 
from cover to cover readers. Whet (EP L 


a Worcester survey analyst, or 4 


hobbyist, or a home basement wor MEd States 


production business is “feature sTeatly 
“ . replies 
paraded”, those people receivel.) 
a swarm of phone calls and letters 
of congratulations. Feature Parade Fi 
offers you full local color, in atmos- 
U.S. pest 


phere and printing ink —an ovt By 


standing medium in a major mark«'. c 
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OWNERS of RADIO STATION WTAG . 
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Unite to Revive 
World's Greatest’ 
Foreign Trade Unit 


Washington, Sept. 19. — Com- 


: ee nerce and State Department heads 
“N@,oved today to reestablish what 
0 2v@i 1s once known as the “greatest 
> ~INC-ade promotion organization in 
n salgi.e world” by appointing a new 
PSO den dvisory committee of representa- 
ive business men to review the 
did a nternational promotion and re- 
€, saiffborting activities of the U. S. For- 
“baby fign Service. 
Olynaf™ At present, Commerce Depart- 
to tdlpent advises, foreign trade is lim- 
for hi@fted in many countries because of 
he condition of domestic trans- 
is Ziveortation facilities, lack of foreign 


xchange, inadequacies of mer- 

nandise and other adverse factors. 

But commercial attaches of the 

{ roreign Service are surveying eco- 
homic conditions in all parts of the 
world, to find foreign markets for 
bn export trade which is aimed at 
, goal of $10 billion a year, Secre- 


larshal 
ewspa 
dL series 
Sch o 


tary Wallace reported. 
Will Boost Publications 


Moreover, Mr. Wallace said, his 
department expects to expand its 
publications on business opportu- 
hities abroad, and its facilities for 
furnishing the market information 
obtained from Foreign Service. 
For example, it is revising the file 


Mislead 


it tha 
tifrice 
Ame: 
counci 
by the 
”” The 
strated 


action@™l.; foreign business firms engaged 
um andi, international trade, maintained 
e. Than order to help American business | 
sterineMimake connections abroad. 

low. The committee that was set up| 
[ says{today is designed to bring leading 
ng tha™business and industrial organiza- 
ctically™tions into a position where they | 
ntifricamcan contribute their ideas toward | 


improvement and expansion of the | 
commercial reporting activities of | 
the foreign service. 
For some time, it was explained, | 
he State and Commerce Depart- | 
nents had been considering meth- | 
nds employed by the foreign serv-_| 


/ ce in providing information on 

conditions in foreign countries of. 

/ @oterest to business and industry in 
U. S. 


y 
Yj Committee Is Named 

ae In an effort to improve and ex- 
and these activities and adapt, 
hem to new and changing condi- 
ions, it was said, the two depart- 
nents had invited the U. S. 
Chamber of Commerce, CED, ! 
YAM, National Council of Ameri- | 
‘an Importers, National Foreign 
Trade Council, International 
fhamber of Commerce and the 
Bankers Association for Foreign 
l'rade to join an advisory com- 
ittee, 
Members appointed include H. | 
. Skeets, chairman of the board, 
socony-Vacuum, for the U. S.| 
‘hamber of Commerce; F. Scott 
‘letcher, executive directcr, CED; 
rancis L. Hopkinson, vice-presi- | 
lent, Willys-Overland, for NAM; 
Morris S. Rosenthal, Stein, Hall & | 


1 * 
nother TER | 
we (EPLY ‘0 ET | 
al 
Success / 
, ord 
nt wormed States Rubber Company says | 
pature steatly pleased. Better than 
acoive Sy ae requesting a salesman 
all” 
letters Why if ups returns 
= The address on the reply 
ara fe ~ Ane form occupies the ‘fill-in’ 
ItMOs- spot on your letter. No sig- 
nature needed. America’s 
nN ovt- largest mailers use Reply-O 


Letter. 


ark«t. 


rite for samples today 


REPLY-O PRODUCTS co. 


22 St. WY Ul + 215. Mictigan Chicago } 
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Co., for the National Council of 
American Importers; J. G. Fletch- 
er, vice - president, Caterpillar 
Tractor, for the National Foreign 
Trade Council; John P. Gregg, In- 
ternational Chamber of Commerce; 
Wilbert Ward, and Clarence E. 
Hunter, representing Bankers As- 
sociation for Foreign Trade. 


Broad Studies Planned 


The committee, meeting under 
chairmanship of Dr. Amos E. Tay- 
lor, director of the Bureau of For- 
eign and Domestic Commerce, will 
study: 

1. Commercial and economic re- 
porting by the foreign service for 
use of business interests, and the 
regulations and instructions gov- 
erning this reporting; 

2. Regulations and _ instructions 
supporting promotion of U. S. 
trade abroad; 

3. Practices of the Foreign Serv- 
ice in assisting U. S. importers, ex- 


porters and business men visiting 
or resident abroad. 


Dean Calkins Becomes 
McGraw-Hill Director 


Robert D. Calkins, dean of the 
school of business of Columbia 
University and a director of the 
New York Federal Reserve Bank, 
has been elected to the board of 
directors of McGraw-Hill Pub- 
lishing Company and McGraw- 
Hill Book Company, New York. 
Dean Calkins is vice-chairman of 
the research advisory committee 
of the Committee for Economic 
Development. 


Doran Rejoins GM 

Felix Doran Jr. has rejoined 
General Motors Corporation, De- 
troit, as general manager of the 
fleet division after two and a half 
years as a lieutenant colonel of 
ordnance. W. L. Shaffner, who 
has been acting general manager, 
resumes his former position as 
director of national users’ sales. 


To Hold Video Meeting 


Televiser Magazine will spon- 
sor a two-day “Television Insti- 
tute” at the Hotel Commodore, 
New York, Oct. 15 and 16, for 
discussion and demonstration of 
television. Similar meetings are 
planned later for Washington, 
Cleveland, Cincinnati, Chicago and 
St. Louis. 

Speakers at the New York 
meeting will include former FCC 
Commissioner James Lawrence 
Fly, now general counsel for As- 
sociated Music Publishers Cor- 
poration and Muzak Corporation; 
Charles J. Durban, assistant ad- 
vertising manager, U. S. Rubber 
Company; S. Carl Mark, television 
director, Al Paul Lefton Company, 
and others. 


Comdr. Holden Returns 

Lt. Comdr. Parker Holden, re- 
leased from active duty by the 
Navy, with which he has served 
since 1941, has resumed the presi- 
dency of Holden-Clifford-Flint, 
Detroit agency. 
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FRANKLIN JOHNSON 


New York, Sept. 20.—Franklin 
Johnston, editor and publisher of 
the American Exporter, dropped 
dead last night of a heart attack 
as he was addressing a group of 
Philco distributors at the Grand 
Central building, here. 

Born in Orange, N. J., 60 years 
ago, Mr. Johnston was with the 
American Exporter for 39 years. 
He traveled frequently to Europe 
and South America, and recently 
told an audience that Latin Amer- 
ica, not Russia or China, would 
be the principal postwar market 
of the United States. 


ABC Promotes Samish 


Adrian Samish, formerly na- 
tional director of promotion of 
American Broadcasting Company, 
has been named head of the net- 
work’s program department, suc- 
ceeding Hubbell Robinson Jr., 
who resigns Oct. 1. 
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PRINTING PRODUCTS CORPORATION 


Equipment 
Printing Counsel 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists. Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars. ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


and Organization 


Should Know What 


Can Do For Them 


- 
is unusual — 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
es Way eee te, 
part of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
National Bank of Chicago and other banks. 
rates Printing Products Corporation and associates over $1,000,000 highest 


standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 


because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


Fieducls Corporilion 


FORMER ROGERS & HALI 


i 


LUTHER C. ROGERS 
Chairman and 
Management Advisor 
L. C. HOPPE 
First Vice-President, 
Assistant Chairman 


and Managing Director 


A. R. SCHULZ 
President and 
Director of Sales 


PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


(THE 


NATIONAL AND LOCAL 


Operation is Day and Night. 
is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods. Copy and Illustrations. 


Dun & Bradstreet, Inc., 


setting. 


desired. 


Mailing 


COMPANY 


PRINTER SPECIALISTS 


Artists 


° 


Engravers 


* 


Electrotypers 


Telephone Wabash 3380—Local and Long Distance 


POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 
Clean Linotype, 
Monotype and Ludlow type- 


All Standard Faces 


of type and special faces, if 
Good Presswork — 


one or more colors. 


Facilities for Binding 


as fast as the presses print. 


and Delivery 


service as fast as copies are 
completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


H. J. WHITCOMB 
Vice-President and 


Assistant Director of 
Sales 
L. C. HOPPE 
Secretary 
W. E. FREELAND 
Treasurer 
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Wallace Discloses 
Plans to Revamp 
Commerce Set-Up 


(Continued from Page 1) 


on local marketing situations, and 


market opportunities. 
Highlight of the report, 
the viewpoint of 


instead of every two 


ness. tistics, and an expansion of the} 

The report suggested that the|/statistical analysis work of the 
Census of Population Housing,|Bureau of Foreign and Domestic 
Labor Force and _  Agriculture|Commerce. 


should also be taken every 


on local markets.” The 


from 
merchandisers, 
was the recommendation that the 
Census of Manufactures and Min- 
eral Industries, and the Census of 
Business be taken every five years 
years for 
manufactures and mineral indus- 
tries and every 10 years for busi- 


five 
years “to give the business com- 
munity badly needed information 


tion and hous.ag censuses are now 
made every 10 years. 

Secretary Wallace defended in- 
i'tensification of the census program 
as a means of “balancing” the 
surveys so that the business com- 
munity could get “an equalized 
impact” in reading the figures. 
The changes would involve legis- 
lation, however. 


a> 


Consumer Income Studies 


He proposed to round out the 
long-range _ statistical program 
with. “a full program of current 
statistics on manufactures, busi- 
ness, population, housing and the 
labor force.” He also advocated a 
series of annual consumer income 
surveys; expansion and strength- 
ening of financial and other sta- 
tistics of state and local govern- 
ment; more important export sta- 


The Secretary conceded that the 
so-called ‘“reconversion statistics” 
program, proposed for January, 


popula-| 1946, was dead, because it would 


~Metrar-Workinc EQuirMENT 
to answer the need for a new 
equipment publication in the 

metal-working field 


FIRST 
ISSUE 
November 1945 


An effective, economicai 
publication blanketing the 
entire market for metal- 
working equipment. 


COMPLETE COVERAGE 


aKING DQUIPMENT =f 


wew Dev opments IN 

pevet é 

reov . mew mente Toots * MATES aus + Parts 
a 

aopucts*™ 


ents 


—— paier COMM! 
. 


25,000 MONTHLY CIRCULATION GUARANTEED 


Carefully selected, checked and controlled (free) -circulation consisting of names of 
individuals who influence the purchasing of metal-working equipment, machines, parts, 
tools, materials, etc. Among industries reached, where metal-working equipment is essen- 
tial, are: Agricultural Machinery and Implements; Automobiles, Airplanes, and all Motor- 
driven Vehicles; Automotive and Aviation Parts and Accessories; Boilers, Condensers and 
Tanks; Business Machines; Electrical Machinery and Apparatus; Engines and other Prime 


Movers; Food and Chemical Machinery; Machine Parts and Unit 
Tools; Machinery, Metal-working and Non-metal-working; 
hops; Materials for Machine and Metal Products mo 


echanisms; Machine 
Maintenance and Repair 
cture; Miscellaneous Metal 


Products; Portable and Small Tools; Pumps, Compressors, Blowers and Fans; Screw 


Machine and other Bar-stock Products. 


ECONOMICAL COVERAGE 


1/9 page — 344” x 4%” — $100.00 per issue on 12-Time basis 
2/9 page — 34%" x 9%” — $196.00 per issue on 12-Time basis 
One-ninth and two-ninth units are standard and no larger space 


sold, but several separate units may be used 


in any issue. 


Agency Commission — 15% 


NEW FEATURES FOR THE 
METAL-WORKING FIELD 


For the first time, a publication limited entirely to new equipment, machinery, tools, 
parts, materials, applications and literature. 


For the first time, an easy reading newspaper-type of trade paper with all advertising | 


mext to reading matter, with advertising restricted to size. 
For the first time,. inquiries made easy through a well controlled and quick acting 


publisher's inquiry system. 


The Sutton Publishing Company, Inc., publishers of METAL-WORKING EQUIPMENT, 
started a similar type of publication, ELECTRICAL EQUIPMENT, in the electrical field in 
October 1941. For the past four years it has broken many publishing records in the 
electrical field — among others being 100% request circulation and a six month's average 


of over 7,500 inquiries per month to the 
advertisers). Check a copy of ELECTRICAL 


wise available. 


ublisher (with many more going direct to 
UIPMENT — sending for one if not other- 


WRITE FOR PRE-PUBLICATION ISSUE 


A gt pre-publication issue is yours for the asking. It shows format, type of contents 


and samp 


es of advertising; it lists units of space with sizes and costs; it outlines the 


ideas behind METAL-WORKING EQUIPMENT, the con- 


trolled circulation and inquiry system; it gives a brief 
background of the Sutton Publishing Company and 
organization behind this new publication. 


Meta WorkINGc EQuirpMENT 


Published by SUTTON PUBLISHING CO., INC. 
60 EAST 42ND STREET, NEW YORK 17, N.Y. 


| be impossible to pass legislation 
and organize the studies in- time 
for reports to be issued next year. 

In its place, he advocated for 
reconversion purposes a full scale 
Census of Manufactures, Mineral 
Industries and Business, including 
retail, wholesale and _ service 
trades, to be taken in 1947 for 
|1946. He urged a sample Census 
of Population to be taken in No- 
| vember, 1946, with results avail- 
|able in the spring of 1947; a con- 
sumer income study to provide 
an index of purchasing power; im- 
mediate expansion of employment 
and unemployment studies of the 


Census Bureau, and a_ program 
of current business, industrial 
statistics and detailed important 
export data. 


Would Add 3 Assistants 


Under the plan, Mr. Wallace is 
|to have three new assistant sec- 
|retaries, one each for “interna- 
| tional trade,” “industrial econ- 
;jomy,’” and ‘small business.” The 
Bureau of Foreign and Domestic 
|Commerce is to expand its work 
on research, analysis and policy 
matters, but it is to be relieved 
‘of its business promotional func- 
tions which are to be transferred 
to the offices of the assistant sec- 
retaries. 

Mr. Wallace seeks expansion of 
the Commerce field organization 
so that it will be represented “in 
every important metropolitan and 
industrial area.’”’ He promises in- 
creased use of the business ad- 
|Visory council; mentions plans for 
iestablishing new industry advisory 
committees on the WPB pattern, 
predicts that his department will 
work more closely with trade as- 
|sociations and national business 
| organizations like the NAM, U. S. 
| Chamber of Commerce and CED. 
| Particularly challenging among 
the Wallace suggestions are the 
so-called “technological aids to 
business” which he hopes to pro- 
vide through his Bureau of Stand- 
jards. Expanding far beyond what 
he calls the “admirable” but “eru- 
dite” work now being performed 
by the bureau, the secretary hopes 
to put it to “more practical use” 
by promotion and expansion of 
such services as its “research as- 
sociate” plan by which groups of 
smaller manufacturers can send 
to Washington a technician who 
can work out specific problems for 
them with the aid of the bureau’s 
laboratory and staff. 


General Research Planned 


Agreeing that the bureau might 
| be doing research along the same 
lines as private laboratories, Mr. 
Wallace said that it would under- 
take general research on wide- 
spread industrial problems, par- 
ticularly those affecting the small 
manufacturer. Where commercial 
‘facilities “fare not readily avail- 


| 
| 
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able,” he said, it would undertake 
technical research work on spe- 
cific problems for individual en- 
terprises on a cost basis. 


| 


While he would not commit} 


himself on a “certification plan”’ 
which would provide tested prod- 
ucts with a “government seal of 
approval,’ Mr. Wallace agreed 
that it would be “worth looking 
into,” but he observed that certifi- 
cation is more than appears on the 
surface, “for most manufacturers 
would not be satisfied merely to 
meet the minimum standards.” 
He talked of “vigorous promo- 
tion of existing commercial stand- 
ardization work to increase the 
efficiency of industrial and dis- 


tributive practices.” With a 
twinkle, he observed that “the 
consumer will be kept in mind 


continually in the work of the 


bureau.” 
Stresses Foreign Trade 


The department’s postwar pro- 
gram called for intensification of 
the many management aid and 
technical services provided for 
business and industry and special 
attention to the needs of import- 
ers and exporters in reestablish- 
ing foreign trade contacts. 

In increasing its management 
aid work, the department would 
seek to provide business men with 
basic market analyses, including 
marketing guides and facts bear- 
ing on market potentials for vari- 
ous areas and particular products. 
It would study trade regulations, 
seek the causes of business fail- 
ures, prepare lists of industrial 
and business establishments. 

Its operation studies would cov- 
er layout practices, stock control 
systems, purchasing policies and 
problems involved in entering new 
lines of business. Industrial rela- 
tions studies would involve man- 
agement techniques and methods 
of increasing efficiency. Many of 
the studies would be made in co- 
operation with university schools 
of business to expand informa- 
tional and service resources avail- 
able to business. 


Offers ‘Analytical Program’ 


Also for business and for gov- 
ernment, particularly for those 
who think in terms of the eco- 
nomic planning predicated in the 
full employment bill, is an “ana- 
lytical program,” characterized by 
Mr. Wallace as “a _ barometric 
service in regard to the economic 
climate.” It deals with “basic eco- 
nomic indicators” such as the gross 
national product and national in- 
come series; international balance 
of payments, and labor force data. 

Under it, Commerce would at- 
tempt “fuller over-all analysis of 
economic conditions and general 
outlook”; “analysis of regional 
economic conditions”; “analysis of 


/potentialities for industrial devel- 


| 


7 


. 


opment of under-developed are, 
in the United States.” It also 
ports on current and long-ter 
prospects of particular indus'rie 
and trades and particular aspec¢ 
of industry or business operat on 
such as distribution costs, poie: 
tial market studies, studies of ray 
material sources, and analysis ; 
business fluctuations. 


Modernize Patent Office 


In his report, Mr. Wallace pro; 
ised that the Patent Office wovy 
be modernized to “stimulate anj 
utilize” inventions, but he saif 
that this step must await comple 
tion of the patent investigation, 
now proceeding under direction of 
former Director of Economic St; 
bilization William H. Davis. Th 
secretary had no idea when thé 
study would be completed, com 
menting, “They are going in 
this thing very thoroughly.” 

As one means of  publicizi; 
and promoting new processes, ma 
terials and products, in additio 
to the patent licensing system 
however, Mr. Wallace proposed { 
carry over the wartime ‘Nationa 
Inventor’s Council’ into the post- 
war future, “so that it might servd 
as a clearing house for needs and 
inventions.” 


To Revitalize Foreign Service 


Being a strong advocate of for- 
eign trade, Mr. Wallace plans t 
cooperate with the State Depart- 
ment “to revitalize and strengther 
the foreign service commercial 
personnel.” He called for “ade 
quate foreign service reporting or 
economic conditions and _ trends 
existing and potential markets, 
trade and investment opportuni 
ties, changes in tariffs, etc.” 

His plan promised detailed _in- 
formation on trade connections an 
standings of foreign firms and spo 
analyses of conditions abroad, 
with detailed market surveys by 
country and commodity as soon as 
possible. The program placed spe- 
cial emphasis on the need f 
pamphlets on imports, particularly 
those pointing to ways of increas- 
ing imports with minimum dislo- 
cation of domestic trade. 


Kraft Foods Appoints 


Three Vice-Presidents 


Kraft Foods Company, Chicag), 
last week advanced three execu- 
tives to vice - presidencies, with 
John H. Platt becoming vice- 
president in charge of advertising 
and public relations; Norman 
Kraft, vice-president in charge 0! 
procuct research and develop- 
ment, and Roscoe A. Page, vice- 
president in charge of milk pro- 
duction. 

John J. Wolf and Charles G 
Wright, assistant general sales 
managers, were named to the 
board of directors. 


of-Yovra MUN WeArket 


Their 


tuto registrations for 1944 indicate similar 


The Daily Pantagraph 


Since 1846 BLOOMINGTON, ILLINOIS 


Editor 


and Publishers’ 


Farmers — suburbanites—and city folks in buying habits too . . . 5,593 in rural McLean 
Pantagraph Land are as alike as 3 identic>* cars! County, and 6,902 in Bloomington. 
In 1944 these 3-of-a-kind families, who live in For almost complete coverage of this multiple. 
McLean County and 8 adjacent counties, had better -than-average market advertise in the 
similar buying power per person—$1,391 in rural Daily Pantagraph—-84% coverage of Bloomington 
McLean County. and $1,376 in Bloomington, the and McLean County, and 71% coverage of the 
county seat. (U. S. average is $1,166. Illinois Primary Trading Zone! 
average i +272.) , > . 

‘ . es Figures from Sales Management Survey) and 


Market Guide for 1944. 


Represented Nationally by 
Gilman, Nicoll & Ruthman 
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Ford Hour’ Back 
After Three-Year 
Wartime Lapse 


Detroit, Mich., Sept. 19.— The 
“Ford Sunday Evening. Hour,” 
after a three-year wartime inter- 
mission, returns to the air over 
the full network of the American 
proadcasting Company, Sunday, 
Sept. 30, 7-8 p.m., CDT. 

As in previous seasons, the pro- 
gram will feature distinguished 
guest soloists, accompanied by the 
Ford symphony orchestra con- 
ducted by noted guest leaders. 
The Ford chorus also will be 
heard again. The programs will 
riginate from the Detroit Music 
Hall. 

Kenyon & Eckhardt, Chicago, is 
the agency. 


Nash Moves to CBS 


Nash - Kelvinator Corporation, 
Detroit, which has been sponsoring 
‘The Andrews Sisters Show” on 
American Broadcasting Company, 
Sunday, 4:30-5 p.m. EDT, is mov- 
ing the program Oct. 3 to CBS. 
Promoting Nash automobiles and | 
Kelvinator refrigerators, the pro-| 
gram will be heard Wednesday, | 
10:30-11 p.m., EDT. In addition | 
to the trio, talent includes Curt) 
Massey, Andre Baruch as m.c. and | 
Vic Schoen’s orchestra. Agency | 
is Geyer, Cornell & Newell, New 
York. 
Goodrich Signs Quiz Show 


“Detect and Collect,” audience | 
articipation and quiz show spon- | 
sored on CBS by P. Lorillard 
Company, New York, for Old 
Golds, has been dropped by that 
company and purchased by B. F.| 
Goodrich Company, Akron. It) 
will start for Goodrich tires Oct. | 


4on American Broadcasting Com- | 


pany, Thursday, 9:30-9:55 p.m.,| 
EDT. Agency is Batten, Barton, | 


Durstine & Osborn, New York. 
New General Mills’ Line-Up 


General Mills, Inc., through | 
Dancer - Fitzgerald - Sample, Chi- | 
cago, began sponsorship Sept. 17 | 
f “News and Betty Crocker” over | 
191 stations of the American) 
Broadcasting Company, 9:25-9:30 | 
.m., CDT. Format calls for two | 
minutes of current news, with the | 
remainder of the time devoted to) 
Betty Crocker’s tips on canning | 
and cooking. The.new show re-| 
places “It Really Happened,” a| 
news sustainer. On the same date, | 
from 9:30-9.45 a.m., CDT, Gen-| 
eral Mills began sponsorship of | 
“Hymns of All Churches” Mon- | 
day through Friday on American, | 
instead of its former Monday | 
through Thursday billing. The} 
Friday time-slot previously was 
held by Betty Crocker. 


N. Y. Papers Win 
in Union Dispute 

The War Labor Board’s daily 
newspaper commission last week 
turned down a request by pub- 
lishers of 11 New York newspap- 
ers for an arbitration clause and 
union requests for a welfare fund 
ind other benefits for the pub- 
lishers. 

The three - man commission 
irafted a proposed agreement, ef- 
fective Oct. 4, maintaining the 
same wage rates for members of 
the unaffiliated Newspaper and 
Mail Deliverers’ Union, with time 


American Locomotive 
Merges Departments 


American Locomotive Company, 
New York, has merged its ad- 
vertising department and depart- 
ment of information, and named 
Holmes M. Brown, formerly ad- 
vertising manager, Pennsylvania 
Rubber Company, as director of 
advertising, effective Oct. 1. 

Murray O. Smyth, assistant ad- 
vertising manager, will serve as 
assistant director of advertising 
and sales promotion; Gordon G. 
Agnew, formerly with the New 
York Times and the James O. 
Peck Company, will be an assis- 
tant to Lynn Mahan, assistant to 
the president in charge of public 
relations, and H. J. Downes, for 
many years advertising manager 
of American and now president 
of E. Mattes & Son, Inc., will serve 
as technical adviser to aid in the 
departmental change. 


Simpson Appointed 

R. M. Simpson has been ap- 
pointed sales representative in 
Chicago of the Columbia chemical 
division of Pittsburgh Plate Glass 
Company. 


BNREF Issues Film 


Brand Names Research Founda- 
tion is releasing a new film, 
“Marks of Merit,’ designed to 
bring to schools, women’s clubs, 
community centers, PTA groups, 
and advertising organizations the 
advantages of branded merchan- 
dise. Already the foundation has 
about 750 bookings for the film 
for the last quarter of this year, 
and hopes for 3,000 or 4,000 book- 
ings during 1946. A study guide 
has been prepared for school use. 
Leslie Roush Productions, Inc., 
produced the material, which is 
being distributed by Modern Talk- 
ing Picture Service. 


Crowell Names Two 


Crowell-Collier Publishing Com- 
pany has appointed H. A. Patter- 
son to represent The American 
Magazine in the Detroit area. Mr. 
Patterson served with the maga- 
zine in Chicago before the war, 
during which he was a major in 
the Army air force. Barnum 
Coolidge, also an air force major 
and formerly with Crowell-Col- 
lier, has rejoined the company as 


member of the Detroit sales staff. 


Public Relations 


Group Will Honor 
Robinson, Dudley 


New York, Sept. 20.—Dr. Claude 
Robinson, president of Opinion 
Research Corporation, Princeton, 
N. J., and Pendleton Dudley of 
Pendleton Dudley & Associates, 
New York, public relations firm, 
will be given the 1945 awards of 
the National Association of Public 
Relations Counsel, Inc., at a din- 
ner at the Waldorf-Astoria Hotel 
Oct. 23. 

The awards are equal in honor, 
said Samuel D. Fuson of Arthur 
Kudner, Inc., association president, 
and have been made annually for 
eight years to two individuals who 
have contributed most to the pro- 
fession. 


Awards for Policy Guiding 


Dr. Robinson was chosen for his 
establishment of the Public Opin- 
ion Index for Industry, a continu- 
ing survey of the public’s view on 


corporation policy used by more 
than 150 leading companies to aid 
them in formulating policies. 

Mr. Dudley, regarded as “dean 
of the public relations profession,” 
was chosen for public information 
advertising and employe relations 
for several clients, notably the 
American Meat Institute, Chicago. 

The 1944 winners, Paul Garrett 
of General Motors, and Eric A. 
Johnston, president of the Cham- 
ber of Commerce of the United 
States, will present the plaques on 
behalf of the association. Mr. 
Johnston has just been named 
president of Motion Picture Pro- 
ducers and Distributors of Amer- 
ica, New York, succeeding Will 
H. Hays. 


Joins Crosley 


Mrs. Selma _ Andrews, pre- 
viously home service director of 
the Bluefield, W. Va., division of 
the Appalachian Electric Power 
Company, has been’ appointed 
home economist in the manufac- 
turing division of Crosley Corpo- 
ration, Cincinnati. 


ind a half for overtime worked 
etween 10 a.m. and 6 p.m., Sun- 
lays. The dispute was referred to 


the WLB unit following a union | 


trike in July. 


To Design Service 


Eugene W. Moore has joined the 


National Design Service, New 


York designer and developmental | 
eigineer firm, as head of the pub- | 


lications and presentations divi- 
yn. Mr. Moore was formerly in 
iarge of visual training aids on 
reraft equipment for General 

Flectric Company. 


New England.. 


WBZ has a business and mailing address.. Boston, but, 
with its clear-as-a-bell 50,000-watt signal, it is a “home- 
town station” in communities throughout all New 
England. It reflects the pulsing life and cultural traditions 
of the eight-million typical, prosperous Americans living 
between the Canadian border and Martha’s Vineyard. 


Programs on WBZ are nicely adjusted to their needs, 
tastes, and preferences. WBZ supplies them with what 
they want.. of entertainment, information, and public- 
service features.. and in the proportions in which they 
want them. 


High-calibre, locally originated programs vie with 
ranking network-shows on WBZ. Its musical, home- 
making, sports, and newscast-offerings make it an essential 
part of New England’s home-life, as it has been for the 
past 24 years. 


An impressive, diversified list of top-notch national, 
regional, spot, and local sponsors attests the worth of 
WBZ as a proved selling-force in New England. You, 
too, can use it to advantage in selling most of industrial 
and rural New England. Contact NBC Spot Sales for 
availabilities. 


1. GREENVILLE, N. H. 2. HARRISON, ME. 
4. DURHAM, N. H. 5. Ipswicn, MAss. 


3. PROVINCETOWN, MaAss. 


Photographs from New England Council, Maine Development Commission, 
and Monadnock Region Association. 


\ BOSTON ~ SPRINGFIELD } 


WESTINGHOUSE RADIO STATIONS Inc 


KDKA * WOWO + KEX + KYW + WBZ 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 
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w much, Mom? 


Mom is getting daughter off on the right foot! 
She’s introducing her to Martha Reynolds’ cookery 
column, her own favorite, in The CHICAGO 
TIMES. 


Mom depends on more than one of this newspaper's 
many helpful services to homemakers. Among 
other authorities, she looks to Rose-Mary for fashion 
and beauty advice: Dr. Morris Fisbein for health 
counsel, and Effa Brown for interior decorating 


“CHICAGO'S MODERN 


suggestions. Last year the various women’s depart- 
ments received more than 150,000 letters from Chi- 
cago homemakers. 


As the homemakers go, so go their families: up- 
wards of 471,000 buy The TIMES every day. Of 
these, more than 100,000 have it delivered to their 
homes—the largest evening home-delivered circula- 
tion in the city. 


FAMILY NEWSPAPER 


THE ‘TIMES 


CHICAGO'S URE NEWSPAPER 
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TRIBE INCREASED—Some fancy names were bestowed upon members of this 

group when they were inducted into the Sioux tribe on Midwest Farmer Day, 

celebrated by Station WNAX, Yankton, S. D., early this month. Left to right, 

the new honorary chiefs are E. R. Borroff, vice-president of the American net- 

work; Johnny Cisen, radio m.c.; Adm. William D. Leahy; Rear Adm. J. J. 

Clark; Rear Adm. Harold B. Miller a Gardner Cowles Jr., president of 
WNAX. 


UGHT-WEIGHT—The new Sportster, developed by Hughes Aircraft engineers 
in Los Angeles, is made of wood laminates—its shell planking 5/32 of an inch 
thick and the whole thing weighing only 53 Ibs. It is made leakproof by the 
Duramold adhesive process. Logan & Arnold, Los Angeles, handles the account. 


SPEED—Civilian production by the Deepfreeze division of Motor Products 
Corp., North Chicago, Ill., began 24 hours after war contracts were termi- 
nated, and this group watched the first homefreezer come off the assembly 
line six days after final victory. Left to right are F. F. Dugan, general sales 
manager; G. H. Smith, vice-president and general manager; J. M. Baker, 
factory manager; R. V. Newbell, ad manager; S. M. Miller, plant manager, 
and H. W. Whitmore, chief engineer. 


COSTS HIS PRODUCTS—Bert Wheeler, second from right, points out the 

erits of 7-Up at a cocktail party given by MBS following the “Fresh Up 

bow’ broadcast from Chicago Aug. 29. Left to right are Ade Hult, Mutual 

ce-president; Hamm Grigg, president of 7-Up, Wheeler, and Harry Mitchell, 
J. Walter Thompson vice-president and executive on the account. 
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NEW SERIES—Foods out of cans are 
featured in the new four-color pages 
scheduled by the Can Manufacturers 
Institute to begin in October issues of 
national magazines. This ad, the 
opener, will appear in American Home, 
Good Housekeeping, Ladies’ Home 
Journal, Life, McCall's, The Saturday 
Evening Post, Woman's Day and Sun- 
day supplements of 43 newspapers. 
Benton & Bowles is the agency. 
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EASY TO CLEAN—Several advantages 
of the new latex foam product, Rest- 
foam, are emphasized in this color 
page which Hewitt Rubber Co., Buf- 
falo, placed in The Saturday Evening 
Post through Ross Roy, Inc., Detroit. 
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OLOMATIC 
> ALLIES BEM: ORD ttete OF taser and Met Water Mecters + 
’ Ohler Beiter Uniin and Winks AA Conaiiomer, -  eeQhitetie 
% Seiniqeretinn Units erat Ae Condiotoniny taetpment 4 
_ RUREKA VACUUM CLEANER COMPANY - DETROIT 


SOME ME 


PROMOTES FULL LINE—Eureka Vacuum Cleaner Co., Detroit, ran this pas 

ad in The Saturday Evening Post to promote both Eureka products and t 

acquisition of Williams Oil-O-Matic Heating Co. (AA Sept. 10). Geyer, 
Cornell & Newell is the agency. 


MEET IN BOSTON—Attending the first fall meeting of the First District 

(New England) of the Association of Women Directors of the NAB were, 

left to right, seated: Dorothy Lewis, NAB coordinator; Nell Daugherty, WSRR, 

and Alma Kitchell, WBZ. Standing: Heloise Parker Broeg, WEEI; Mildred 
Carlson, WBZ, and Mildred Bailey, WCOP. 


> namownee + Complete Post-War Line of Home Appliances. developed 
by 166 Research Engineers ...in 24 Plants employing 112,000 Weskers! 


MONITOR ? 


HOME APPLIANCES 


FEATURES SELECTED DISTRIBUTORS—Monitor Equipment Corp., New York, distributor-owned organization, announces a 

complete line of home appliances in this Saturday Evening Post spread scheduled for the Nov. |7 issue, and features the 60 dis- 

tributors picked from 500 membership applications. Plans for an extensive national advertising program will not be com- 
pleted until adequate supplies of all appliances are assured. Buchanan & Co., New York, is the agency. 
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Naturally it’s a debatable question. But the daily-increasing 
file of clips kept since first day of publication made us wonder 
whether or not The Chicago Sun rates that utle. Could be. 

A vast number of American and foreign newspapers and 
magazines quote regularly from The Sun, reprint its cartoons, 
agree or disagree with its editorial opinions. Radio commen- 
tators frequently air news from The Sun, refer to it to prove a 
point. All of which adds up to the fact that the new editorial 
torce in the Midwest, reaching and influencing /fs audience with 


a forthright formula unbiased and uncolored, quickly became 


Ziff a 


out newspaper? 


‘‘quotable”’ to readers in other places both at home and abroad. 

Sure, The Sun packs a lot of influence with the people of 
Chicago .. . because it’s a we//-read newspaper serving an alert, 
interested audience as responsive as it is responsible . . . because 
it is looked to as a forum of thought and action national as 
well as local . . . and because The Chicago Sun’s kind of 
quotable influence rings cash registers, provides the kind of 
productivity advertisers look for in a newspaper. 

Which means that a ‘quotable’ newspaper like The Sun 


deserves a quote on the next list you pick for Chicago. 


400 West Madison Street, Chicago 6, Illinois THE CHICAGO SUN 250 Park Avenue, New York 17, N.Y. 
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